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Fashion Arbiters Produce Fall 
Program in Styleful Setting 


New York Conference Marks New 


HE Styles Conference of the 
shoe industry has achieved the 
status of being the arbiter of 
shoe fashions for the United States. 
It has done so with becoming 
modesty in the past, but at the Hotel 
Astor, New York City, on April 14 it 
blossomed out with a pomp and 
dignity of an advance style show of 
seven hours’ duration. 

In the early stages of fashion con- 
ference work, leading merchants, 
manufacturers and tanners got to- 
gether several times in the year and 
outlined a program that they hoped 
would be accepted by the trade. After 
the great success of the conference 
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Era of Achievement 


of last October, when the recom- 
mendations went over at least 80 per 
cent of the findings, the conference 
deserted its old inferiority complex 
and blossomed out as a dominant fac- 
tor in determining styles of an in- 
dustry for a period at least six 
months ahead. 

The wave of enthusiasm for the 
Styles Conference has developed day 
by day in the past month; first the 
idea was that the attendance might 
be two hundred, but the final achieve- 
ment was attendance close to one 
thousand. The Belvedere Room was 
not big enough, so the Grand Ball 
Room of the Astor was needed to 
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hold the big session of the confer- 
ence. The early birds arrived in 
evening clothes at 6.30, and most 
of them stayed until the closing cur- 
tain shortly after 1 o’clock of the 
next morning. In that session there 
were sixty model showings in 
women’s, men’s and misses’ fall cos- 
tumes and fall footwear—speeches 
by national authorities in the gar- 
ment, hosiery, leather and material 
industries, and an immense amount 
of table-conferences. It was a gala 
event of an industry that had 
achieved ankle supremacy. All eyes 
were on footwear. J. J. Holden, 
chairman of the N. S. R. A. women’s 
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General view of banquet at Style Conference, Hotel Astor, New York, April 14 


styles committee, keynoted it when 
he took exception to Noah Webster’s 
definition of a shoe as “an outer 
covering as of leather for the human 
foot.” Mr. Holden said if Noah were 
alive today he would re-write that 
definition as follows: 

SHOE—The adornment of the hu- 
man foot, the upper of which is of 
a beautiful leather or material 
with a sole and heel attached. A 
practical and serviceable protec- 
tion as well as a beautiful adorn- 
ment that adds to the comfort and 
health of the human when worn on 
the pedal extremities. 

This big night of style was pre- 
ceded by a day of style discussion 
by retail shoe merchants who de- 
veloped the preliminary conference 
report. The evening session was to 
indicate the trend of color in gar- 
rients, and then the final session the 
next day resulted in the completion 
of the style report as shown on other 
pages in this issue. 

The evening session was opened by 
Herman Meyer, general chairman of 
the manufacturers’ styles committee, 
who introduced John C. McKeon, 
president of the National Boot and 
Shoe Manufacturers’ Association, the 
toastmaster of the evening. Harry 
C, McLaughlin, general chairman of 
the retailers’ styles committee, was 
unable to be present, as was also 
John J. Baird, president of the Na- 
tional Shoe Retailers’ Association. 

Mr. McKeon immediately jumped 
into the business of the evening and 
introduced in rapid order the various 


speakers who were to give their 
views on the general style situation. 
These were Fraser M. Moffat, presi- 
dent of the Tanners Council of 
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W. J. McKeon, display manager 
for Saks-Fifth Avenue, who 
staged the Style Show. He is 
no relation to John 
A high gloss black runway, bor- 
dered with smali square foot- 
lights, a number of Moorish col- 
umns, green plants and crystal 
balls were the accessories used by 
W. J. McKeon in the Grand Ball 
room as a setting de luxe for the 
industry’s newest thriller—a style 
conference combined with a 
fashion show, a banquet and a 
national round-up. The three- 
ringed circus has nothing on the 
styles conference with its seven- 
hour night session 


America; John J. Holden, chairman 
of the women’s styles committee of 
the N. S. R. A.; Jesse Adler, vice- 
chairman of the men’s styles commit- 
tee of the N. S. R. A.; Maurice Yos- 
kins, chairman of the children’s 
styles committee of the N. S. R. A.; 
Frank B. King, chairman of the 
styles committee of the National 
Shoe Travelers’ Association, and 
George Spangler, manager of the 
N.S. R. A. 

Then followed comments and 
demonstrations of styles and gar- 
ments, hosiery and shoes with Mrs. 
Edna Woolman Chase, Miss Carmel 
White and Miss Ruth Harrington 
of the staff of Vogue giving their 
style interpretations illustrated with 
the models. A paper on color in 
footwear prepared by Mrs. Margaret 
Hayden Rorke, managing director 
of the Textile Color Card Associa- 
tion, was read by Miss Maxine Davis 
ef that organization, due to Mrs. 
Rorke’s illness. This was followed 
hy a talk on hosiery and its applica- 
tion to footwear, by Miss Merle 
Higley of the Brown Durrell Co. 
Following this was a demonstration 
of men’s fashions by six male models 
who showed the proper apparel and 
shoes for morning, walking, business, 
sport, afternoon and evening wear. 

The fashion demonstration part of 
the program concluded with a parade 
cf models showing footwear and gar- 
ments by Strawbridge and Clothier, 
Philadelphia, Franklin Simon & Co.. 
New York, Cammeyer, New York, 
and Saks-Fifth Avenue, New York. 
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Style Interpretation in All 
Its Important Phases 


Diversity in Fashions 
By John C. McKeon 


President National Boot and Shoe Manufacturers’ Association 


O come right to the-point, we 
have three classes of* footwear 
to consider. Misses’ and chil- 
dren’s, requiring treatment of de- 
cidedly an individual character, but 
in my opinion, warranting quite a 
great deal more of the element of 
Style through patterns, leathers and 
color effects than has yet been at- 
tempted. All of this in the interest 
of volume, but without any intention 
of advocating an unhealthy riot of 
Style that must find an off-setting 
disadvantage through ultra - fre- 
quency of Style changes with corre- 
sponding loss from mark-downs. 

The next. group, notably, men’s, 
boys’ and youths’, while perhaps 
from a manufacturing viewpoint 
handled on a reasonably sound and 
profitable basis, is—from a viewpoint 
of consumption—sadly in need of 
stimulation. 

Much has been said about adver- 
tising or propaganda in favor of bet- 
ter or more varied dressing for men, 
or what might better be termed, a 
comfortable wearing apparel con- 
sciousness for men, but thus far, I 
have seen very little individual or 
cooperative effort toward determin- 
ing the detail of better dressing for 
men. 

Even though the manufacturing 
group hit upon a detailed plan in 
this respect, their efforts could be 
along only such lines as might be 
termed educational, as after ali, the 
meat of presentation of both the 
theoretical and practical side of this 
problem is in the hands of the re- 
tailers. 

For example, is it a custom on the 
part of the retailers—either all or 
any — through their windows, 
through their indoor display, or 
through any other channel of pub- 
licity, to stress the slogan of, “No 
Tan Shoes after 6 o’clock?” 

Do the retailers attempt any propa- 
ganda among their salesforce, or 
again, through publicity, to indicate 


that a lounge suit after 6 o’clock—in 
good taste—compels black footwear? 

Do the retailers attempt to por- 
tray the fact, that a tan shoe looks 
none too well with a blue serge or a 
dark oxford gray suit, even though 
quite satisfactory in the ensemble 
with grays, tans or browns? 

Do the retailers attempt—in a 
vigorous way—the exploitation of 
Sunday individualism advocating at 
least one pair of patent street ox- 
fords for Sunday wear? 

Do the retailers attempt to con- 
vince the golfing fraternity that a 
change of golf shoes is desirable 
under any conditions? 

Do they attempt to provide and 
urge the sale of golf shoes for two 
kinds of weather, the good and the 
bad? And do they attempt to carry 
this theory still further by conclud- 
ing that a man is properly finished 
in his attire by wearing his plain toe 
patent oxfords with his dinner coat, 
but by all means his patent pump 
with his full dress? 

Do they attempt anything in the 
way of a comfortable, easy house 
shoe that is other than the old fash- 
ioned house slipper? And do they 
attempt — except through their 
propaganda on light weights—any 
in-between character of comfort in 
footwear as a result of perhaps white 
puck or similar soft effects for 
tropical spots or the summer time, 
needing a follow-up without resort- 
ing to the extreme of heavy weight 
fall footwear? 

I am afraid, in the truest sense of 
the word, they do not. 

Nearly all of these measures seem 
to me to have some face value, but 
their adoption—either according to 
my ideas or others of a similar char- 
acter—seems to be along half- 
hearted lines. 

It is with this thought in mind, 
that we have endeavored—through 
this conference—to create some mas- 
culine footwear consciousness, I 


trust, with some recults. But again 
I say, to be lasting, they must not 
only have the hearty support of the 
retailer, but he must do some reai 
energetic thinking and working for 
himself. 

Regardless of restricted emigra- 
tion, regardless of other conditions 
which would seem to have some ef- 
fect upon production from a labor 
viewpoint, production still maintains 
its efficiency, and when we consider 
the increase in population of this 
great nation during the past seven 
years, the industry is entitled to an 
increase in consumption—speaking 
broadly—of approximately 30,000,- 
000 pairs. 

Would it not, therefore, be a good 
plan to adopt a slogan—confined, of 


Tailored costume by Hattie Carnegie, 
worn with single strap brown kid pump 
with leather heel, shown by Vogue 
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course, to manufacturing and dis- 
tributing factors in the allied indus- 
tries—since this will have no appeal 
to the wearing public—of simply 
the expression, “Thirty Million 
More?” 

It is true we may not accomplish 
this figure, but we will reach a bet- 
ter consumption than if we did not 
aim so high. 

On a basis of comparison, I do not 
think the manufacturers of women’s 
shoes have any real cause for com- 
plaint. 

The big problem, therefore, to my 
way of thinking, seems to center 
around the character and color of 
upper stocks. There is no doubt 
that we will see considerable use of 
colors in grain finished leathers 
right through the fall, darker in 
shade by comparison with the spring 
and perhaps some interspersing with 
flesh finished leathers such as buck, 


suéde or different types of side. 


leathers. 

Aside from this, there seems to 
creep into the picture that same old 
story of home industries. I, per- 
sonally, advocate in both shoes and 
leather, cooperative patriotism to the 
most extreme extent, and I do not 
believe that the tanners materially 
affected—either now or later—are as 
yet fully aware of the encroachment 
of the foreign market, particularly 
in reptile and imitation reptile 
effects. 

In dealing with this interest in 
reptile effects, there is another de- 
fect, however, that enters into the 
situation, and that is the encourage- 
ment of materials that are difficult 
in the accomplishment of delivery, 
and I might say, also difficult in the 
maintenance of quality standards. 
whether the grades be medium or 
high, as late deliveries, particularly 
of novelty footwear, can be quite as 
damaging to the industry as a 
whole as the bigger question of un- 
der-consumption. 

I am opposed to the too general 
use of genuine reptile effects largely 
due to the natural character of the 
hides. Therefore, I do feel that 
their use, from both an economical 
and service viewpoint, should be con- 
fined to trimmings or parts of up- 
pers or small patterns where they 
will practically fit in. 

The imitation effects have a 
broader scope and a bigger field, pro- 
vided they are worked out, as to de- 
sign, in an acceptable manner, and 
provided these designs and finishes 
can be permanent and not disappear 
through the ordinary procedure of 
good lasting. 

After passing by the legitimate 
involvement of fabrics in popular col- 
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ors and permitting, as must be per- 
mitted, the extreme limit in the 
variety and patterns for evening slip- 
pers, then do we narrow down to the 
big question of blacks. 

Patent stock, as we know, in,wom- 
en’s shoes—through the element of 
patterns and necessary handling—is 
widely different in factory effect 
from its involvement in men’s, where 
it has been a very proportionate fac- 
tor for quite some time. Naturally, 
we do not wish to, figuratively, step 


Black satin slipper with a slender strap 
detail in silver kid are worn with a 
black chiffon evening dress having the 


new “peacock” silhouette. Trimming 

of gold and silver kid at the hip-line 

dictates the decoration of the slippers. 
Shown by Vogue 


April 17, 1926 


on patent stock, and even if we de- 
cided to do so, it would probably 
have very little effect or create very 
little dimming of its popularity, and 
it is enjoying popularity regardless 
of its peculiarities, and in women’s 
shoes, premature wearing capacities, 

All of this is a preamble to more 
consideration in the interests of 
economy accomplished by diversity, 
and by economy. I not only deal 
with the monetary side of the situa- 
tion, but factory balance and ser- 
vice as well. 

Gurimetal calf seems to be avail- 
able on a basis of reasonable market 
value, but if we are to attempt to 
bring into the novelty game, black 
kid, then must we consider the pri- 
mary handicapping through the ele- 
ment of price. 

If by any chance this conference 
should decide that the industry 
would be better off through an at- 
tempt to revive black kid in the nov- 
elty game, then do I feel there should 
be some preliminary conference with 
the tanners, so that they might be 
brought to the full realization of the 
advantage of volume and stimulate 
volume through the element of ac- 
ceptable price. 

In conclusion, I would like to stress 
again the industrial slogan of 
“Thirty Million More,” and as a bet- 
ter means of accomplishing this, 
some consideration of form of con- 
struction. 

McKay shoes have their place. 
There is no doubt about that. And 
McKay shoes have proved a boon to 
the industry through appealing to 
the masses with the combination of 
style and price. 

Otherwise, I feel, that, as applying 
to the old line manufacturers 
equipped for the making of welts and 
turns, the old time thought of fash- 
ion involvement, belonging to turns 
alone, should be discarded, and that 
welts, if properly constructed, permit 
of the same involvement of Style and 
fashion as either McKay’s or turns. 


Color Is Life of Style 
‘By Margaret Hayden Rorke 


Managing Director, Textile Color Card Association 


Te laurels so justly won by the 
eight spring shoe shades—espe- 
cially the triumphs of Parch- 
ment, Sauterne and Opal Gray, make 
me almost reluctant to introduce po- 
tential rivals. New shades for the 
fall can not help but reflect the 
glory of their predecessors, because 
the changes in the fall color scheme 
are not radical. Many of the color 
motifs will remain with only subtle 


variations. The ascendancy of one 
color and the decline of another will 
be gradual, and the transition of 
color from spring to fall renditions 
will be, in many instances, only a 
mellowing and deeper gradation of 
tone or the retinging of present pop- 
ular shades. 

As a background—in terms of 
garment and millinery colors, dark 
wine reds, Claret and Bordeau 
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shades form the new color note in 
the perspective, and promise to grow 
in importance and overshadow the 
greens that have been so favored. 
This does not mean, however, that 
green will not play a fashionable 
role. Dark Bottle, Forrest and Rob- 
in Hood greens will be used, and the 
lighter tonalities with a grayish per- 
suasion such as the new Gardenia 
Greens will be a factor. For sport 
and winter resort wear the bright 
Parrot shades and the hopeful tones, 
called Locarno, will be used. 

All shades of rose-beige, rose- 
tinted tans and browns will register 
very strong. As fashion often de- 
crees that a rose by another name 
bears a sweeter perfume—the now 
somewhat trite name of “Bois de 
rose” will be replaced with others of 
newer and fresher mood. But the 
roseate characteristics of this popu- 
lar shade will remain in vogue and 
will influence the tonal qualities of 
the new beige, tans and browns. An- 
other influence anticipated in the 
brown family is the return of red- 
dish, orange and coppery shades 
such as ember, brick and chimney 
red shades of brown. 

The vogue for light grays gives in- 
dication of carrying over into the 
fall, but with the approach of colder 
weather, grays will grow a bit deep- 
er in tone, and assume a new atti- 
tude, which will lead the way to ex- 
tremely smart new Mauve-castor 
shades. 

The success that blues—especially 
navy—has experienced gives them 
the right to compete for honors in 
the fall. And while blues, like grays, 
do not generally lend themselves so 
well to fall styles as to spring, never- 
theless, blues must be considered. 


Various shades of navy, new frosty ° 


shades of slightly grayish and green- 
ish tones, such as Glacier and Radio 
blues—bright jockey club blues— 
and the smart slate, steel and smoke 
blues featured by the French cou- 
turiers, as ‘“Ardoise’” — meaning 
slate—will lead in favor. 


Every decade Fashion is born 
anew to the purple. Last summer, 
you will recall, it blazed a royal 
trail that defied tradition. “Off with 
its head,” cried Fashion, and purple 
died an ignominious death. But be- 
ware, it’s ghost is walking and may 
come back to haunt us! For Paris 
and the Riviera are continuing to 
favor it for millinery, garments an 
shoes. . 

The crayon and pastel shades—all 
those so favored now—will reign 
again for evening and winter re- 
sort wear—with accent on the soft 
yellow and rose shades. White and 


BOOT AND SHOE RECORDER 


silver combined will also be an im- 
portant evening theme. 

Brilliant colors will of course be 
used, but in moderation. Deep rose, 
reds and cyclamen and violine shades 
and pinkish orange tones, regal blues 
and Chinese greens. 

Black with splashes of color—es- 
pecially combined with pink — will 
occupy an important place in the 
evening mode. Neither can it be 
eliminated from the daytime cos- 


ee 





Typical flapper walking costume and 
proper shoes shown by Eastern retail- 
ers at the conference 


tume, but to be chic it will be com- 
plemented with color. 

The blending of three distinct 
values of one color will be a new 
theme of Fashion—these I call 
“color steps” because they step from 
light to deeper tones without grada- 
tion. They are distinct from the 
ombre effects and are newer. This 
combining of three shades of the one 
hue offers opportunities for clever 
manipulation and effects in milli- 
nery, costuming and the shoe. These 
color steps will form quite a motif 
in the mode, and they will be dra- 
matized by fashion under the name 
of “fairy tales.” 
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Deft combining of complementary 
and related hues will also form a 
styles factor — especially in milli- 
nery. 

Shoes must be in accord with the 
costume. They must match or blend 
in perfect color harmony, or the shoe 
must contrast in studied color rela- 
tionship with some part of the en- 
semble. There can be no compro- 
mise—This is the law of Fashion. 

Paris is matching the shoe to the 
costume to a greater degree than 
ever, and is now favoring a color 
marriage of the hat and the shoe as 
a contra-chromatic theme to the 
garment. 

And so in selecting the new fall 
shoe shades, great care has been 
given to their harmonizing qualities. 
They have been cast to play their 
parts and take their “cues” from the 
colors that the garment and milli- 
nery industries have decreed for the 
fall. 

All the reptile leathers will be an 
important feature. These give no 
indication of waning and will be 
used for the entire shoe and in com- 
bination with other leathers and fab- 
rics. Paris is featuring boa, snake, 
lizard and crocodile both in their na- 
tural colorings or dyed to match the 
gown. 

Antelope is highly favored by lead- 
ing bottiers for daytime wear in 
subdued colors, and for evening in 
brighter shades, also in black. Some 
of the best milliners are using an- 
telope in the same colors as the 
Shoes, so as to emphasize the en- 
semble of hat and shoes, also the 
hand bag. 

For evening wear, the silver slip- 
per will be much worn both in kid 
and lamé. Gold, too, will be used, but 
not as much as silver. Metalized 
leather in pastel as well as bright 
colors, and lamé dyed to match the 
gown will be extremely smart. Satin, 
too, for evening wear, not only in 
harmonizing dance frock colors, but 
in a new bisque shade, will also be 
featured. Much brocade and metal 
basket weave fabrics will be em- 
ployed, also novel silver and gold 
brocades affecting lizard and other 
reptile skins. Black patent and black 
satin is little used for evening wear 
by the smart Parisienne. 

In fact the black shoe, while fash- 
ionable, is much overshadowed by 
the colored shoe, to blend and tone 
in with the garment. Discreet colors 
—all the shades of beige, browns, 
Bois de rose types, and grays—these 
will comprise the correct palette for 
daytime wear. The dark plum, 
Parma violet, and deep wine red 
and blue shoe is being featured by 
some of the leading French houses, 
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Shoe Colors for the Fall of 1926 Selected by the Allied Shoe 
and Leather Industries in Conjunction with the Textile Color 


Rose Beige—A soft beige shade tinged with rose. A smart color that probably will 
repeat in the Fall, the success of parchment this Spring. 


Sauterne— Held over from the Spring colors, because of its harmonizing and blending 


qualities. 





Marsala—A new brown with a rosy tint somewhat similar to Bois de Rose. Harmonizes 
with the same shades as Sauterne and Bois de Rose. 


Stroller Tan—aA ew substitute for Rugby Tan, a light brown, gold flecked, especially 
adaptable to the walking shoe for both men and women. 


Card Association 


Mauvette— Also held over from the Spring colors. Goes well with the gray costume, 
with green, tan and blues, as well as the new castor shades in costumes. 


Plaza Gray— The Autumn version of Opal Gray, a crisp, snappy shade that not only 
harmonizes with the new gray for costumes, but combines well with the 


blues and greens. 

Hampstead Brown—A brown with an English tang, most appropriate for the sturdy 
type of outdoor shoes. Combines well with the tans, browns and 

new greens in costumes. 











but these must only be used with 


Elusive, subtle colors will be the nude, atmosphere, flesh, peach, grain 
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great discretion and moderation and vogue, with a slight tendency to deep- and sunburn will continue in favor I 
should be considered only a novelty. en in tone. The beige, champagne, and the soft shadowy grays. Mauve, I 
The purple evening slipper is worn taupe and gunmetal, the darker 
in daring contrast with a gown of browns, especially African, will re- C 
some delicate hue—such as pale rose- turn, but so sheer in texture that . 
blush or pale pink, flesh or yellow. they appear much lighter in tone . 
But in this be wary. Only the artist when worn. Also an extremely dark a 
can apply it properly. moleskin. This and African being t 
The combining of éolors—and featured in Paris by hosiery houses e 
various shades of a color—ig the to take the place of the black hose I 
shoe will find expression in‘many in- which has not received the cachet of r 
teresting and intriguing ways. The the smart woman. 
heel will again be the best vehicle for For evening, orchid and mauve C 
the color note of contrast. will lead. Flesh, pale pink, moon- r 
The simulated futuristic move- light, blush shades. Silvery and v 
ment which will influence shoe styl- gold tinsel effect worked in combina- r 
ing offers an excellent medium of tion with mauve, nude and other pale 


expression for color’ treatment. 
When this theme is handled adroitly 
and in good taste it can be made ex- 
tremely chic. 

Buckles, very much in the fashion 
picture, will likewise be employed to 
emphasize or stress some color motif, 
as well as being a means of embell- 
ishment and ornamentation. 

The classic line, with simplicity 
and elegance paramount, and subtle 
color handling—these are the key- 
notes of fall shoes. 

More than ever, stockings will 
continue to blend with or match the 
shoe or the garment. When contrast 
is used it will be in sympathy with 
some part of the ensemble, and in 
harmony with the whole. 


The smart tailored dressy type of cos- 
tume with proper footwear, as shown 
by Vogue at the style conference 


shades and sometimes with the 
brighter tones, is a new Paris note 
that bears watching. In rare cases 
—and this only in crayon or pastel 
shades—the evening hose will match 
the gown and the slippers. The con- 
trasting stocking that suggests rath- 
er than assists its color theme is the 
correct mode. 

That a shoe consciousness has been 
awakened in the American woman 
can not be denied. She knows that 
to be smart and well dressed she 
must have a different shoe for every 
frock, and this shoe consciousness 
has been stimulated by an ever in- 
creasing color consciousness. And 
now that we have awakened the shoe 
color consciousness of the American 
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woman, let’s tackle the American 
man! To accomplish this, let’s ap- 
ply the same methods and introduce 
men’s colors with a dramatic ges- 
ture! So I propose a special color 
committee to work independently of 
the women’s committee each season. 
This committee should comprise 
leading manufacturers and retailers 
of men’s shoes, and, of course, the 
tanners, appointed by their respec- 
tive Associations, and together with 
the Textile Color Card Association 
should select a limited number of 
colors especially suited for men’s 
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wear. These can be given appropri- 
ate names, and featured throughout 
the country by concerted effort and 
good advertising and publicity. Then 
these men’s shades can be incorpor- 
ated under special grouping and cap- 
tion on the same color card now used 
by the Associations. By concentrat- 
ing on a few new men’s colors each 
season, a new stimulus will be 
created to: awaken the much lacking 
shoe consciousness of the American 
man. The “correct color for the oc- 
casion” is as important a slogan as 
the “correct shoe.” 


Good Taste Not Freakishness 
By Edna Woolman Chase 


Editor of Vogue 


N the past few years the shoe in- 
dustry has had a tremendous 
awakening of its style conscious- 

ness—it is just about six years ago, 
I remember, that I was asked to 
make my first address at a shoe con- 
ference in Milwaukee—and at that 
time I had very definitely the im- 
pression that the manufacturer of 
shoes had been considering his prob- 
lem merely as a footnote to the 
mode, so to speak, and that he did 
not realize how important it was for 
him to have a real knowledge of 
fashion as a whole. 

Now, of course, that condition is 
entirely changed, and the style con- 
sciousness of the shoe merchant to- 
day is right on its tiptoes. But I 
am wondering if I am wrong in 
thinking that this very eagerness to 
reach for every novelty that is of- 
fered doesn’t sometimes lead us 
merely into bad style. 

Now, of course, I do not want to 
offend anyone, but it does seem to 
me that perhaps the industry as a 
whole might be benefited if a little 
more emphasis were laid upon good 
taste rather than upon novelty in 
shoe designing. 

And, lest I be misinterpreted, let 
me hasten to add right here that in 
my opinion the shoe industry of 
America has, perhaps, less to re- 
proach itself with in the matter of 
taste than any other group of manu- 
facturers of women’s apparel. 

Ever since I can remember Amer- 
ica has made shoes beautifully and 
very often it has made beautiful 
shoes—and the two are, of course, 
not necessarily the same thing, as I 
shall presently show you. 

Don’t you merchants find that 
your problem is very much compli- 
cated by the multiplicity of designs 
that flood the market? Well, why 
not eliminate the bad ones? 

There are altogether too many 


* 


styles in shoes just now—so many, 
in fact, that in the search for nov- 
elty some manufacturers have been 
led into serious errors of taste and 
judgment in trying to supply what 


A typical dinner gown with appropriate 
slippers, shown on the runway by East- 
ern retailers 


they fancy is a feminine demand for 
more and more silliness in footwear. 


The result is that a number of 
models have been made that are in- 
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appropriate in material, overladen 
with meaningless ornamentation, 
and thoroughly bad in style. 

IT know of one great department 
store in New York that has realized 
the fallacy of trying to keep up with 
this really absurd output and they 
have reduced the number of styles 
carried from 400 to 200, and in 
eighteen months’ time they have in- 
creased the business of their shoe 
department 21 per cent and their 
net profit of 2.5 per cent of sales to 
9.8 per cent of. sales. 

Well, now, I must confess to you 
that I haver’t much of-a head for 
statistics and maybe those figures 
don’t impress you as much as they 
did me—but I must say that if I 
were a shoe merchant ~I’d feel that 
a good deal of the stuff that is now 
being manufactured is merely boot- 
legging and not bootmaking. 


Merchants’ Acceptance 
By George Spangler 
Manager, N. S. R. A. 


T is only five years since we be- 
[= to hold these meetings—first 

quarterly, then semi-annually. It 
must be somewhat of a satisfaction 
to the industry in all its branches 
to feel today that they are received 
with such serious dignity. I think 
the factory end will tell you that 
they use these style recommenda- 
tions and I know the retailers will 
tell you they apply these recommen- 
dations on style. These meetings be- 
gan in a small way and finally devel- 
oped into the day session. For one 
who has compared this meeting with 
others in ever so small a way must 
feel tremendously satisfied at what 
he sees here tonight. 

We will thank you to take seri- 
ously what these style conferences 
are trying to do. Mr. McKeon used 
the term “shoe consciousness.” The 
public has been sold on the idea of 
shoe consciousness, and because that 
idea has been sold things are better 
today in the shoe industry! It would 
not be at all impossible to reach the 
thirteen billion mark if there is real 
cooperation in the industry. There 
have been more things accomplished 
during the past five years that once 
were thought impossible. They have 
been accomplished because of the or- 
ganization which these men present 
represent. 

We must take these findings seri- 
ously. Ninety per cent of the retail 
merchants today do not make a de- 
cent profit. We must have increased 
pairage sales. The motive of this 
meeting is to develop ideas by which 
increased pairage sales can be 
brought about. 
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What the Well Dressed Man Wi 


The men’s end of the shoe business 
took a bigger share of the conference 
than ever before. The lobby display of 
120 shoes from retail shoe merchants 


FOR MORNING BUSINESS 


These men were on the conference run-way to 
show what an average well dressed man would 
wear. We give the dress chart complete 


For Morning—Business—A gray double breasted 
two button suit, with the coat fairly short and 
fitted; the trousers medium wide, a gray soft 
hat, the shirt of white with brown pin stripe, 
a turndown collar to match, and a brown tie 
with a red figure. He will wear brown sox, 
possibly faney; a six eyelet tan oxford. Brown 
cape gloves will complete the costume 


For Morning—High Style—A brown soft hat, a 
double breasted suit of brown—three button, 
the top two nét buttoning; a horizontal stripe 


from all over the country was a great 
feature emphasizing style conscious- 
ness. Jesse Adler, acting chairman of 
the N.S.R.A. styles conference com- 
mittee reported: 

“Your Committee feels that shoes for 
summer and fall should be dolled up, 
dogged up and jazzed up, as this is an 
age of jazz and men will want fancy 
shoes, especially in grades up to $8. 

“From a health and sanitary angle 


it is advisable to advocate the con- 


FOR MORNING STYLE 


shirt—brown stripes on a white body—stiff 

bosom; a brown batwing tie, plain or with de- 

sign—brown to be the dominating color; a 

brown edged handkerchief in upper coat pocket ; 

brown silk sox, either brown buckskin or cape 

gloves, a cane of light colored wood; low, pup 
last, tan, four button oxfords 


Afternoon—Sport Wear—Tan sport suit (plus 
four knickers), two button short with a plain 
back; a light tan cap, with a flat piece top and 
no button; a solid tan color shirt with collar 
attached, the tie of brown with blue or red 
figures; golf hose of blue and tan with blue in 


- 


tinual changing of one’s shoes. This 
not only tends toward more comfort, 
but means more wear per pair, and puts 
in each man’s wardrobe an assortment 
of shoes, enabling him to wear shoes 
for the occasion and be a better 
dressed American. 

“Men do not seem to realize how the 
wearing of the same pair of shoes day 
in and day out undermines one’s health, 
and it is really essential if one wishes 
to have strong healthy feet that shoes 
be changed often. I dare say that 
more pains and aches and bodily ills 
are caused from the wearing day in and 
day out of the same shoes. For years 
we have been led to believe that all 
sorts of bodily ills from pains in the 
legs to fallen arches are caused in- 
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FOR SPORT WEAR 


diamond, checks; two-tone blucher shoes, cream 
buck with Russia calf, short wing tip, counter 
and plug eyelet stay 
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directly from one’s teeth, and you all 
know that the advertising 4 out of 
5 have it has done a great deal to 
cause men of today to pay more atten- 
tion to their teeth, and look how simple 
it is to get a new set of teeth, whereas 
when your feet go bad it is impossible 
to get a new pair of feet. It is up 
to each and every man in our craft 
and out to take better care of his own 
feet and not to wear shoes continually 
day in and day out until they are un- 
sanitary. We all know that,shoes have 
a lining which absorbs perspiration and 
becomes just as unhealthy as would 
the wearing of hose and underwear 
day in and day out. You would in- 


FOR AFTERNOON WEAR 


When the average man wants to be a little more 

than ordinary dressed he wears these clothes— 

a dress chart herewith as a guide to better 
appearance : 


sult a man by asking him how often he 
changes his hose and underwear and 
the same man would tell you that he 
wears his shoes for weeks at a time 
without changing them. 

It is up to you shoe retailers to ad- 
vertise and broadcast the fact that we 
will be a nation of healthier men 
if the men of this nation will pay more 
attention to their footwear. In con- 
clusion I wish to say that the quicker 


FOR HIGH STYLE AFTERNOON 


For Afternoon—Business—A dark blue single 
breasted two button sack coat—short, with the 
trousers medium full, a black*derby, plain white 
shirt, a turn down white collar, the tie of blue 
and red foulard or blue with narrow red stripe 
or dark blue with white polka dots, black sox, 
high lace black shoes, a cane of medium dark 
wood and gray buckskin gloves 


For Afternoon—High Style—A cutaway coat, 
striped trousers, silk hat, a cane of dark wood, 
stiff bosom shirt—horizontal stripe or all white, 
a white turn down long point collar; if a col- 
ored shirt is used the tie should be in plain 
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and the sooner we all push the slogan 
“Look to your shoes” and “Dress your 
feet as you would your neck” the better 
off the entire community would be. 


FOR EVENING WEAR 


color to match. If an all white shirt is used, 
the tie should be what is known as the “wed- 
ding check,” a carnation in the buttonhole, gray 
buckskin gloves, black sox, and shoes of gun 
metal vamp, light gray brick top buttoned 


For Evening—High Style—Full dress evening 
coat and trousers, white double breasted pique 
vest with short points (not round button), wing 
collar with medium large wings, white butterfly 
bow tie, white stiff bosom plain front shirt with 
two studs showing, either all black sox or black 
sox with white clocks, white lightweight cape 
gloves, pearl studs, links and vest buttons; high 
button, plain toe, mat top, patent vamp boot 
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A Complete Style Year in Women’s Shoes 


As a real guide to your style program—inasmuch as some summer shoes 

are still to be bought—the RECORDER features both the old and the new 

programs so that you can reconcile your present stock and your future 
demands 


SPRING & SUMMER REPORT 
ADOPTED AT THE LAST CONFERENCE 
OCTOBER 27, 1925 
WOMEN’S STYLES 
TYPES FOR GENERAL USE 
Fashion Welts and General Wear 


PATTERNS 


Straps—two straps, one strap, three and four 
straps in order named. 

Gore Effects—either high or low. 

Oxfords. 


LASTS 
Present types, medium to round toe. 


HEELS 
8/8, 14/8. 


MATERIALS 


1—Patent leather. 

2—Tan calf or kid. 

3—Black kid or calf. 

4—Suede and unfinished leathers. 


For Sport Wear 


PATTERNS 


1—Oxfords. 
2—Broad one strap. 


LASTS 
Present types. 


HEELS 
8/8 to 14/8. 


MATERIALS 


Tan leathers and tan leather combinations, 
white leathers and materials and white com- 
binations. 





FALL & WINTER PROGRAM 


ADOPTED AT PRESENT CONFERENCE 
Aprit 15, 1926 


WOMEN’S STYLES 
TYPES FOR GENERAL USE 
Fashion Welis and General Wear 


PATTERNS 


1—Strap effects. 
2—Oxford effects. 
3—Gore and step-in effects. 


LASTS 
Present types, medium to round toe. 


HEELS 
8/8 to 14/8. 


MATERIALS 


1—Tan calf or kid. 

2—Black calf or kid. 

3—Patent leather. 

4—Reptilian leathers. 

5—Suede and unfinished leathers. 


For Sport Wear 


PATTERNS 
Oxfords. 


LASTS 
Present types. 


HEELS 
8/8 to 12/8. 


MATERIALS 
Plain or embossed, tan leathers and tan leather 
combinations. 





The above is the official report— 
below a few notes unofficial, but in- 
terpreting the trend. Chairman 
Holden states more oxford types de- 
sired for the coming fall for wom- 
en. This is brought about by the 
fact that a woman will find herself 
with nothing but thin cut-away ef- 
fects when the winds of October 
first start blowing. For that reason 
it is suggested something that hugs 


the foot more and gives better pro- 
tection is desired. The same thought 
is carried out in the colors. Darker 
shades for winter, not necessarily 
black. This will hold a woman’s in- 
terest and promote the sale of shoes 
under the slogan, “shoes for the 
season.” 

A great discussion took place as 
to the exact meaning of “sports foot- 
wear” for all. A footnote was sug- 


gested “the smarter types of shoes 
recommended under this classifica- 
tion, will be appropriate for wear 
with sports costumes, which will be 
so conspicuous on the streets this 
fall.” 

It was suggested that “Broad strap 
effects will be appropriate for wear 
with sports costumes, which it is be- 
lieved will be popular this fall and 
winter.” That was seconded. 
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SPRING & SUMMER REPORT 


ADOPTED AT THE LAST CONFERENCE 
OCTOBER 27, 1925 


Women’s Styles 
TURN TYPES 
For Dressy and Informal Wear 


PATTERNS 
1—Strap effects (one strap predominating). 
2—Pump effects and operas—shoe built on 
pump lines with slight goring or carrying 
small tongue. 
3—Higher cut gore effects. 
4—Sandals (in medium and higher heel). 
5—Oxford effects and Oxfords. 
LASTS 
Present types—medium to medium round toes 
—some slightly narrower toes in high grade 
footwear. 
HEELS 


14/8 and 12/8 predominating. 
15/8 to 18/8. 11/8 and below. 


MATERIALS 
Blacks (patent leather, black satin, plain 
leathers, suedes). Tans—tan leathers, suedes. 
White—white leathers and materials—plain 
and in combinations. 
Colored leathers (see Textile Color Card). 


Evening Slippers (for evening wear) 


PATTERNS 
1—Opera pumps. 


2—Straps. 


LASTS 
Present types—medium to medium round toes 


—some narrower toes in better grade foot- 
wear. 

HEELS 
16/8 and up. 


MATERIALS 
Silver and gold metallic cloths and brocade 


effects. Gold and silver kid. Metal brocaded 


satin, suitable for dyeing. 
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FALL & WINTER PROGRAM 


ADOPTED AT PRESENT CONFERENCE 
Apri 15, 1926 


Women’s Styles 
TURN TYPES 
For Dressy and Informal W ear 


PATTERNS 
1—Strap effects. 
2—Oxford effects. 
3—Higher cut gore effects. 
4—Pump effects. 


LASTS 
Present types medium to medium-round toes. 


HEELS 
12/8 to 14/8 predominating. 
15/8 to 20/8. 


MATERIALS 

Novelty leathers, principally in reptilian effects 

will be most important for use as trimmings, 

and have some importance for all-over shoes. 

1—Patent—plain or trimmed. 

2—Tan and Brown leathers—grain and suede 
—plain or trimmed (See Color Card). 

3—Black Satin—plain or trimmed. 

4—Colored leathers other than tan and brown 
—plain or trimmed (See Color Card). 

5—Black leathers—grain and suede finish— 
plain or trimmed. 


Evening Slippers (for evening wear ) 
PATTERNS 


Straps. 
Pumps. 


LASTS 
Present types—medium to medium round toes. 


11/8 and below. 


HEELS 
16/8 and up. 
MATERIALS 
1—Paisley brocades—plain or trimmed. 
2—Embossed leathers in pastel shades. 
3—Black satin—plain or trimmed. 
4—White satin and plain or metal brocade 
(suitable for tinting). 
5—Silver and gold kid. 
6—Silver and gold brocade. 








The facts on this page were de- 
liberated for hours. The item of 
“lasts” alone, met with general and 
heated controversy. It is quite evi- 
dent that change of last would be 
fought by the public and the mer- 
chant and so the recommendation 
stands official. Present types, me- 
dium to medium round toes. Note 
the elevation of heels over last 
season. 

Particularly note the 
under “MATERIAL.” 


heading 
For two 


hours the debate continued from 
Thursday morning as to the phrase- 
ology of the paragraph on reptilian 
leathers. The retail merchants’ 
committee had placed it in second 
position, but the final outcome was 
its indorsement as a note. Then to 
make it more important than a mere 
footnote, it was placed ahead of the 
five materials, because it could be 
used in conjunction with any one of 
them. 

The idea of reptilian leathers, real 


and embossed, was the outstanding 
feature of the conference of the 
second day, and by the emphasis 
upon it, it stands out as the most 
conspicuous item of the style pro- 
gram. This is an observation, not 
official in character, but rather as an 
interpretation of the discussion. Just 
as last year the principal discussion 
was on light colored kids and the 
word parchment, this season the 
major style note was struck on 
“reptilian grains.” 
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A Complete Style Year—in Men’s Shoes 


SPRING AND SUMMER REPORT 
ADOPTED AT THE LAST CONFERENCE OCTOBER 27, 1925 
MEN’S STYLES 
Shoes for General Wear 

TYPES 

In January and February—30% 

Oxfords. 

From March Ist to July, practically all Oxfords. 
LASTS 

Under $10.00, Balloons, Brogues, Wide French, and 

medium. 

Over $10.00, Brogues and tendency toward narrower 

toes, including customs. 


COLORS 
Light and lighter tan, medium tan and black calf. 


(In higher grades medium tan predominates.) 
Golden and medium brown and black kid. 


Boots, 70% 


LEATHERS 
Light and medium weight calf and kid. 


HEELS 
7/8 and 8/8 with some tendency toward higher 
heels in better grades, the custom type; rubber 
heels still strong—leather heels gaining in favor. 
Shoes for Informal-Evening Wear 
TYPES 
Light weight oxfords (plain and tips). 
LASTS 
Medium and Brogue types. 
LEATHERS 
Light weight black leathers. 
HEELS 
Shapely leather heels. 
Shoes for Formal-Dress Wear 
TYPES 
Light weight; Oxfords and turns (plain toe). 
LASTS 
Medium and Brogue. 


LEATHERS 
Patent and light calf. 
HEELS 
Shapely close trimmed heels of leather. 
Shoes for General Sport Wear 
TYPES 
Oxfords. 
LASTS 
Brogues and medium. 
SOLES 
Leather and all types of rubber. 
COLORS 
Combinations. 
LEATHERS 
Calf, smoked, buck and grain. 


HEELS 
Spring and low. 





FALL AND WINTER PROGRAM 
ADOPTED AT PRESENT CONFERENCE, APRIL 15, 1926 
MEN’S STYLES 
Shoes for General Wear 
TYPES 
July to November, 90% Oxfords; November to 
December, 70% Oxfords. 


LASTS 
$8.00 and under—Medium Brogues, Wide French, 
Medium and Balloons. 
Over: $8.00—Medium Brogue types and tendency 
toward narrower toes, including customs. 
COLORS 
Color is King—all shades of tan, with light pre- 
dominating, as season advances darker shades in- 
creasing. In higher grades medium shades in 
greater demand. A strong tendency toward 
black leathers. Golden and medium brown and 
black kid in conservative types. 


LEATHERS 
Medium weight smooth and bordered calfskins. 


Black and brown kidskins. A medium demand 
for grains. 
HEELS 
7/8ths and 8/8ths with some tendency toward 
higher heels, leather heels gaining in favor, rub- 
ber heels still strong. 
Shoes for Informal-Evening Wear 
TYPES 
Light weight Oxfords (plain and tips). 
LASTS 
Medium and Brogue types. 
LEATHERS 
Light weight black leathers. 
HEELS 
Shapely leather heels. 
Shoes for Formal-Dress Wear 


TYPES 
Light weight; Oxfords and turns. 
LASTS 
Medium and Brogue, with tendency toward cus- 
tom in better grades. 
LEATHERS 
Patent and light weight black calf. 
HEELS 
Shapely close trimmed heels of leather. 


Shoes for General Sport Wear 


(Light welts.) 


TYPES 
Oxfords. 
LASTS 
Brogues and Medium. 
SOLES 
Leather and all types of rubber. 
COLORS 
Combinations. 
LEATHERS 
Calf, Smoked, Buck and Grain with a tendency 
toward reptile trimmings. 
HEELS 
Spring and low. 





The committee is of the opinion that shoes for summer and fall should be dolled up, dogged up and jazzed up. This 


applies to medium grades up to $8. 


From a health and sanitary angle it is advisable to advocate the continual changing of one’s shoes. 


This not only 


tends toward more comfort but means more wear per pair, and puts in each man’s wardrobe an assortment of shoes, 
enabling him to wear shoes for the occasion and be better dressed. 
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A Complete Style Year—in Children’s Shoes 


SPRING AND SUMMER REPORT 


ADOPTED AT THE LAST CONFERENCE 
OCTOBER 27, 1925 


JUVENILE STYLES 


For School Wear 


PATTERNS FOR GROWING GIRLS 
Oxfords, straps and gore effects. 
PATTERNS FOR MISSES AND CHILDREN 
Oxfords, straps, few sizing of boots. 
LEATHERS FOR GROWING GIRLS 
Tans, blacks, smooth, grain and elks. 
LEATHERS FOR MISSES AND CHILDREN 
Elks, boarded and smooth leathers. 
Play Shoes 
PATTERNS 


Moccasins, shield tip effects and barefoot 
Sandals. 


LEATHERS 
Elks and grains. 


For Dress Occasions 
PATTERNS 
Smart straps, gore effects, dress Sandals with 
newer cut-outs. 
LEATHERS 
Tans, blacks, white and a few colors in the 
tan shades. 
GROWING GIRLS 
Smart straps, gore effects and Pumps. 


BOYS AND YOUTHS 
Want shoes like their daddies—sturdy colle- 
giate-looking featuring the broader toe in 
smooth and grain leathers. 





FALL AND WINTER PROGRAM 


ADOPTED AT PRESENT CONFERENCE 
Apri 15, 1926 


JUVENILE STYLES 


For School Wear 


PATTERNS FOR GROWING GIRLS 
Oxfords, smart ties, straps and gores. 


PATTERNS FOR MISSES AND CHILDREN 
Oxfords, smart ties, straps and sizing of boots. 


LEATHERS FOR GROWING GIRLS 
Calfs, elks, reptile trims and patents. 
LEATHERS FOR MISSES AND CHILDREN 
- Elks, calfs, reptile trims and patents. 


Play Shoes 
PATTERNS 
Moccasins, brogues and plain toes. 


LEATHERS 
Elks and grains. 


For Dress Occasions 
PATTERNS 


Straps, step-in gore pumps and front gore 
effects. 


LEATHERS 
Patents, calfs, reptile and fancy trims. 


GROWING GIRLS 
Step-in gore pumps, straps and smart dressy 
ties. 


BOYS’ AND YOUTHS’ 


Collegiate effects, on broad toe lasts, with 
plenty of kick and pep. 


LEATHERS 
Grains, elks and boarded leathers. 





Style Notes 


Youth must be served in style. Mer- 
chandising and styling have undergone 
definite changes. The outlook in the 
juvenile field can be summed up as fol- 
lows: 


No. 1—No disposition to make any par- 
ticular changes in the shapes of 
lasts in the smaller runs. Broad- 
toe lasts are just right, and ought 
to be continued. 

No. 2—In larger sizes, from 13 up, there 
is a tendency toward medium 
round toes, heels to correspond, 
about from % in the half-round 
effects, instead of the old square 
heels. 

. 3—In growing girls footwear im- 
provement is needed, both in lasts 
and patterns, and this fall partic- 


ularly there is going to be a great 
tendency toward full toes with 
short vamps, in 10 to 12-8, heels 
that ought to be considered girlish 
types of shoes. Styles must be at- 
tractive, along the dress or colle- 
giate lines, whichever the case may 
be, but with utmost care for the 
growing foot, which is so impor- 
tant, and this should not be neg- 
lected. 


. 4, Boys—Stronger relations be- 


tween boys’ and men’s footwear is 
apparent; more pep and style are 
shown in shoes for the lads than 
ever before, and this is the only 
opportunity to increase boys’ sales, 
by having a variety of patterns and 
leathers, and by getting away from 
the plain, prosaic idea of tan and 
black, as boys today are harder 


than ever on shoes, and they want 
just as much kick in their shoes 
as the older brother who is going 
to college. 


. 5, Play Shoes—Play shoes should 


be worked with soft toes, and fea- 
tured mainly in elk leathers, which 
are soft and pliable and almost 
scuff proof 


. 6—Soles should be flexible, so that 


every muscle of the foot is brought 
into play with every step, giving 
strength and muscular action, 
which is so important for the grow- 
ing foot. 


Style and appearance must be given 


more consideration than ever be- 
fore, but without detracting one 
bit from the standards of comfort 
and wear. 
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The Official Arbiter of Style 


HOE Styles Conferences have established them- 

selves by the meeting this week in New York 
as the official arbiter of style in its broad general 
trends. This is a broad statement, but one events 
will justify. The merchants of this country have 
faith in the findings of this deliberative body. It 
may seem a courageous thing to do to endeavor 
to build a program in mid April applicable to fall 
and winter shoes—but that is precisely what the 
Shoe Styles Conference did. 

The Styles Conference last October established 
such colors as parchment and sauterne so that not 
only were the colors accepted nationally by the shoe 
trade but nearly a million dollars were spent in 
national advertising by other industries, princi- 
pally hosiery, emphasizing “The official shoe col- 
ors” and then mentioning them by name. Such 
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an achievement indicates clearly that the recom- 
mendations of the Styles Conference are taken in 
good faith. 

Without some such planning ahead of shoe col- 
ors, general patterns and general characteristics 
of footwear for women, men and children, there 
would be utter chaos in shoe merchandising. The 
recommendations are really rallying points for tan- 
ners, manufacturers, wholesalers and particularly 
retail merchants to establish some sort of an order- 
ly procedure in buying and selling. The past recom- 
mendations met with the acceptance and approval 
of the retail shoe merchants, because they had 
faith in the leadership of those great national shoe 
merchants who prepared the program of retailing. 
The present style recommendation was the crea- 
tion of deliberate bodies of merchants after con- 
sideration of questionnaires from all parts of the 
country. On the foundation of the retail mer- 
chant’s support was built the final report after 
conference with garment authorities, material 
authorities, hosiery experts, tanners, manufactur- 
ers and salesmen. 

The biggest highlight of this Styles Report was 
the effort of the merchants in attendance to bring 
about through merchant education of the public an 
acceptance of what we might call “less open and 
more filled in footwear.”’ The idea back of it is that 
shoes in the oxford family, or those with gore con- 
trol that ride up a little higher on the foot, are to 
be the typical shoes for daytime wear. Then when 
evening comes around no girl can consider herself 
properly shod if she wears the same oxford type 
fall shoe on the dance floor. Do you get the idea? 
The competition of the wardrobe in the closet 
makes necessary new types of shoes to make old 
types obsolete. Such a strategy develops a demand 
for more shoes after the fashion of the garment 
trades, who in one season will have no sleeves in 
dresses, and in the next, full length sleeves. There 
is a definition in the punctuation of style developed 
by this natural change—instead of running the 
same type of shoes the year round, with a few 
variations. Now that sounds logical, doesn’t it? 


From Winter to Summer Direct 


HE question “What will sell in May?” seems 
to be more of a bugaboo than a real problem. 
One wise merchant expressed it thus: 

“The shoes that we will sell in May are the same 
shoes we bought to sell in April. The change from 
one week to another is imperceptible even to the 
most wakeful insomniac. We have long since quit 
thinking about such abstruse things. We know 
that the shoes on our shelves are the shoes we have 
to sell if we make any money. So, we go right 
ahead and sell them. Sometimes it is necessary 
to get the salesforce together and resell them on 
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the stock we own. Day after day of contact with 
unything causes a feeling of indifference, or even 
dislike almost. Shoes that we see all the time may 
become commonplace. But a little bit of freshen- 
ing up and reviewing will help us to take hold 
with a new vim.” 

There is good sense in that viewpoint. People 
are apt to become tired of the same thing over and 
over. Clerks may become fed up on styles that 
they handle constantly. But a thirst for something 
new every few days is bad for business in the 
final analysis. It is too easy to acquire a taste for 
“novelties.” 

Right at this moment every shoe store needs to 
hold a ratification meeting. The buyer needs to re- 
sell himself on the styles he bought to sell for 
spring and summer. When he placed the orders 
the shoes looked good to him. He bought them on 
his best judgment as good sellers. Why should he 
weaken? At the first sign of uneasiness or dis- 
satisfaction with the shoes on hand call the boys 
and girls together and sell them all over again. 


Trade Needs “Guts” 


r}\HE RECORDER man strolled into a shoe store 

and found the boss sitting at his desk in the 
office at the rear, poring over a size sheet. He was 
a busy man at that moment, but he laid his work 
aside and lighted a stub of a cigar. “Well, what 
can I do for the RECORDER?” he asked. “The RE- 
CORDER does a lot for me and I would like to pay 
back if I can.” 

“Tell me what is wrong with the shoe business, 
and what the shoe business needs most just now,” 
was the response of the RECORDER man. 

“There is nothing wrong with the shoe business, 
and the shoe business needs GUTS!” was his star- 
tling reply. “The shoe business, is the same old 
business, full of puzzles, gambles, worries, and all 
the things we have been up against for the past 20 
years. There is nothing 
the matter with it. The 
trouble is with the poor, 
weak-kneed, rock-me-to- 
sleep yaps that are always 
crying and sobbing and 
showering tears all over 
the map when they get up 
against something hard. 

“The shoemen of this 
country seem to have lost 
their sense of proportion. 
They have become a set of 
whiners and whimperers. 
We used to be a fine, hard- 
boiled lot, ready for a fight 
or frolic. We used to be 
brave and hardy. We wel- 


A better men’s shoe business for fall assured— 
by the Shoe Styles Conferences this week 
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comed a difficult problem. Now, we sit down and 
weep if we are up against a little game of chance 
on a. color, or heels, or lasts, or sizes, or competi- 
tion. Maybe it is because we are getting so many 
of the new school of business men in the game. 
They go more on theory than on hard-headed prac- 
tice. We have a lot of fine merchants—on paper. 
They like to expand on their superior knowledge 
of business methods and what they call advanced 
thinking. 

“T never did take to the idea of fancy figuring. 
I know that if I buy a shoe at a certain price and 
sell it at a certain price I will make or lose money. 
That is one rule I have never seen go wrong.” 

The RECORDER man was enchanted with this line 
of talk and encouraged him to go on with it. 

“So you believe that the thing most wrong with 
the trade is a lack of courage?” 

“I said GUTS! That’s a tough word for polite 
society, but we shoe men are not supposed to be 
playing at society. We are in business to make 
money. We are not playing tiddledy-winks, or ping 
pong. We are facing a period that will require 
more guts than ever before, because we have to 
meet a new condition. The easy, fat, lazy times 
are gone. The war was over when the armistice 
was signed. Women are all crazy, to some degree. 
They come in here and smoke cigarettes right on 
the floor while we. are fitting them. They are 


proud of their legs and their silk hosiery. They 
want to show a lot of both. They want the kind 


of shoes that go with that state of mind. It’s up 
to us to give it to them. It means a lot of gam- 
bling, but when I buy chips in a poker game I 
figure that the fellow opposite me is going to take 
them away from me if he can. If these gals in- 
sist upon making me take a broad chance on their 
fancy notions they must pay me. If I have to 
gamble I am going to play the game according to 
the rule I learned on the frontier a long time ago: 
Play ’em close to your vest; stay out till you get 
something; but when you 
know that you have the 
hand raised before the 
draw and make the gam- 
blers like it.” 

“How about the men’s 
part of the game?” 

“All this talk about men 
wanting cheaper shoes 
makes me tired. There are 
some pikers who will wear 
cheap clothes, smoke cheap 
cigars and buy cheap shoes, 
but we have had ’em ever 
since I can remember. 
That class can run for 
Sweeney as far as I’m con- 
cerned.” 
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Southeastern Merchants Ready 
to Go After High Prices 


Convention Stresses Possibilities in Top Grades 


the Southeastern Shoe Re- 
tailers’ Association closed today 
after a three days’ session, with the 
600 or more merchants and travelers 
who attended it voting it the best 
gathering of shoe men from the 
southeastern section of the country 
that has ever been held. 

At the closing session today Ma- 
con, Ga., was selected as the site of 
the convention for next year, in 
honor of George Busse of that city, 
who was elected president. W. E. 
Shine of Birmingham was chosen 
first vice-president; Charles Scruggs 
of Spartanburg, second vice-presi- 
dent; George P. Golden of Jackson- 
ville, third vice-president; and J. E. 
Martin of Atlanta, fourth vice-presi- 
dent. Frank Stevens was re-elected 
treasurer. 

Charles P. Brady, buyer for 
Muse’s men’s department, gave some 
interesting suggestions for exploit- 
ing men’s shoes, saying that the 
shoe merchant today is a specialist, 
which in itself. is helping to elevate 
the selling of men’s shoes. The im- 
portance of keeping stocks sized up 
and of studying the trend of public 
demand for style in lasts and pat- 
terns, since 50 per cent of the sell- 
ing today depends upon the appeal 
to the eye, were stressed by him. 

Irving Edison of Chandler’s Shoe 
Store proved himself a real student 
of modern merchandising methods in 
a sparkling talk on this thing called 
the “Six Dollar Idea.” He said the 
one big idea of his organization is 
to make a profit with every bit of 
integrity possible put into the con- 
duct of business. “We cater to the 
flapper trade,” he said, “because our 
six dollar line appeals to that class 
of buyers—the youthful element— 
and our success has proved that it 
pays to be known for a definite grade 
and price instead of going after an 
imaginary business with different 
prices.” 

J. O. Steele was an interesting 
advocate of the high grade and high 
price policy, saying that in his opin- 


TLANTA, GA., April 14—The 
seventh annual convention of 


ion the mental attitude of shoe mer- 
chants all over this country, with 
but few exceptions, is ten to fifteen 
years behind the times. He sees the 
business of selling shoes and render- 
ing the service which goes with it as 
a profession with just as much rea- 
son for a shoe merchant to sell shoes 
for their beauty and style value for 
as much as it is possible to charge 
within reason, as it is for a lawyer 
or doctor to charge a large fee for a 
few minutes’ work, such charges be- 
ing based not upon the few minutes 
required but upon the years of study 
which make such a few minutes’ 
work valuable. Price does not stop 
the sale of a shoe, but often the only 
place it is stopped is in the dealer’s 
own mind, he said. Since the public 
craves style and beauty they cannot 
pay too much. 

“I am not ashamed of the 46 per 
cent we average each month,” he 
said, “for we earned every bit of it 
and more. We are getting $25 a 
pair for many of our shoes and we 
are going on up until I find where 
the public, that wants style and 
beauty, won’t go with me. We, like 
others in our high priced grades, are 
doing a nice out-of-town business, 
with our store actually selling shoes 
as far north as New York City. My 
advice, therefore, is that we quit 
this business of fighting competition 
and instead get together and devise 
ways of selling more shoes to the 
public at higher prices so that we 
can make money we all deserve for 
what we are rendering, for we cer- 
tainly are dumb if we don’t get a 
good profit.” 

S. D. Tanner of Byck’s Shoe Store 
of Atlanta, manager of the children’s 
department, speaking on children’s 
shoes today, said this was the pres- 
ent short end of the shoe game and 
less of romance in this division 
than in men’s or women’s footwear. 
However, he advocated the value of 
selecting good lines, of which there 
are all too few today, and with the 
proper courage ask the right price 
for the quality, style and service 
rendered. 


The large attendance of merchants 
with good representation from ad- 
joining States made this one of the 
best conventions of the year, with 
the manufacturers’ representatives 
well pleased with their three days’ 
business. 


HE shoe merchants were given 

an opportunity to steep them- 
selves in the atmosphere of style all 
day Monday. There was no business 
session that day and the six hundred 
or more merchants spent their time 
in inspecting the various displays ar- 
ranged in the Hotel Ansley by the 
manufacturers. Monday evening 
there was a big banquet, entertain- 
ment and dance in the roof garden. 
Nothing but the Charleston inter- 
ested the youthful guests—and most 
of them were youthful. In fact, the 
pep and zest of youth was manifest 
throughout this large and enthusi- 
astic gathering from the States of 
Georgia, Florida, South Carolina 
and Alabama. 

The serious part of the convention 
got under way Tuesday morning 
with President J. O. Steele of At- 
lanta presiding, ably assisted by 
Charles P. Brady, also of Atlanta 
The first speaker to be introduced 
was Mayor Walter H. Sims, who, as 
a former merchant in Dawson 
County up in the mountain coun- 
try of the State, or the “sticks” as 
he termed it, complimented the shoe 
merchants upon the spirit of co- 
operation manifested at the conven- 
tion. He said: 

“Last evening at your dinner | 
told you that if any of the boys got 
into trouble, I would either get them 
out or stay in with them. I felt safe 
in this offer because of the hun- 
dreds of conventions, some larger 
and some smaller, I have greeted 
during my four years as Mayor of 
Atlanta, I observed that you shoe- 
men are one of the best for gentle- 
manly conduct Atlanta has had the 
honor to have within its gates. Co- 
operation is today the life of trade 
where formerly competition was 
thought to be. Atlanta has grown 
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because its spirit is helpfulness, co- 
operation and pulling together, and 
it is around this spirit that every 
successful business, whether com- 
mercial or that of the county, city, 
State or Nation, must build.” 

Formal responses to the Mayor’s 
greeting were made by George 
Busse of Macon, W. E. Shine of 
Birmingham, Robert Blinn of 
Tampa and Charles Scrugges of 
South Carolina. 

Charles P. Brady, manager and 
puyer of the men’s shoe department 
at Muse’s Store, the next speaker, 
urged that a definite effort be made 
to educate the salesmen in the re- 
tail stores to the end that they 
might render the public the type of 
service necessary for the success of 
the modern shoe store. He urged 
that the word “clerk” be dropped. 
Modern merchandising methods, he 
said, are now required for a store 
to succeed, and they are causing the 
weeding out of many merchants who 
either refuse to adopt them or are 
not aware that a new order of 
things had been injected into the 
retail field. He deplored the ficti- 


tious marking up of prices in order 
to delude the public when .mark- 
down sales are held, and urged the 
members of the association to set a 
good example for the uplift of the 


craft. . 

Major Charles K. Cahill gave one 
of his interesting addresses on co- 
operation among the _ several 
branches of the shoe-craft as the 
one sure means of solving many 
problems besetting the industry, the 
chief of which is that of proper dis- 
tribution. He predicted that the 
better training and education of re- 
tail salesmen in the correct fitting of 
shoes and in style development will 
go far toward solving this problem. 
The salesmen in the store, through 
improper training in retail selling, 
tear down much of the marvelous 
development in the production of 
shoes, he concluded. 

An ovation was given J. K. Orr, 
shoe manufacturer of Atlanta and 
dean of the shoe men of the south- 
eastern section of the country, who 
was invited to the speakers’ table, 
where he complimented the large 
turnout at the convention. 

E. B. Terhune, president and pub- 
lisher of the BooT AND SHOE RE- 
CORDER, in his address on “hurdles” 
pointed out that while many of the 
problems confronting the industry 
are real, there are equally as many 
that are imaginable. With the 
craft facing an age of youth, he 
said, it behooves the store to pep up 
its appearance and its advertising 
in order to attract youth—for age 
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follows where youth leads. Co- 
operation between the merchant and 
the shoe traveler, with fair dealing 
and mutual consideration, he con- 
cluded will help solve many of the 
problems of buying. The traveler, 
he asserted, is an economic necessity 
and without him the retail merchants 
would face a revolution in overhead 
cost. 

The meeting adjourned to the 
roof garden of the hotel for lunch- 
eon, following which the afternoon 
session began with Buford Jones of 
the Thomson-Crooker Shoe Co. as 
the headline speaker. He urged the 
merchants to pick a good line of 
shoes and stick to it. By buying 
fewer lines, he said, merchants 
would make more money. He cited 











New officers of the South- 
eastern Shoe Retailers Asso- 
ciation elected at the Atlanta 
Convention are:— 
President—George Busse 
Ist Vice-President — W. E. 
Shine 

2nd Vice-President—Charles 
Scruggs 

3rd_ Vice-President—George 
P. Golden 

4th Vice-President — J. E. 
Martin 

Treasurer—Frank Stevens 

















the example of a merchant in Omaha 
who did a business of $175,000 one 
year with a $25,000 inventory and 
with a record of confining his buy- 
ing to two lines of men’s shoes, 
three lines of women’s, and two 
lines of children’s shoes. With the 
trade now overcrowded with mer- 
chants and manufacturers, the law 
of the survival of the fittest is in 
operation, and he urged concentra- 
tion in buying as one method of in- 
suring survival. Mr. Jones, being a 
Southerner by birth and a New 
Englander by adoption, was cor- 
dially received. 

An interesting round table discus- 
sion of colors was next on the pro- 
gram. The merchants were unani- 
mous in the opinion that colored kid 
and calf would hold good through- 
out the spring season and through 
the fall. A larger white season than 
last year is confidently expected. In 
men’s shoes, the nude and blond 
shades are receiving a good call, as 
are also the lighter shades of tan. 
Men’s black shoes, it was reported, 
are now in slight demand, and the 
merchants predict that the dark tan 


55 


shades will not be wanted next fall. 
Parchment and gray were voted the 
leading colors in women’s shoes, 
with ivory also good and black patent 
and satin showing greater strength. 


N the question of prices the mer- 
chants scored each other and 
themselves with the responsibility for 
selling so many cheap shoes. It was 
the consensus of opinion that the 
retail merchants themselves have 
educated the consumer for the buy- 
ing of cheap shoes in such large vol- 
ume. It was suggested that more 
high grade shoes be featured and 
that the prices on shoes of the bet- 
ter grade be shown in the windows 
rather than the prices of only the 
low priced shoes. 

Along this line President Steele 
said: “If you are afraid of your own 
prices, what can you expect the con- 
sumer to think? Have the courage 
of your convictions in pricing your: 
shoes and keep in mind the service 
you are rendering your customers 
instead of worrying about competi- 
tion.” Because the Southeastern re- 
tailers, as a rule, do not advertise 
their best shoes, many of their cus- 
tomers go to New York and other 
centers for their fine footwear, not 
knowing that they can get it at 
home, was the opinion of F. A. Lo- 
renson, editor of the Atlanta Geor- 
gian, who spoke on advertising. 

Mr. Lorenson pointed out that a 
total of 250 pages of shoe advertising 
was published in Atlanta last year 
and that less than 2 per cent of this 
was the advertising of exclusive shoe 
stores. The advertising of shoe de- 
partments in department stores 
dominated. 

In advertising to women, he sug- 
gested that the prices on high grade 
shoes be forgotten and that the em- 
phasis be placed on style. In the 
advertising of medium grades, where 
the appeal is made largely to wage- 
earning women, the advertising 
should show both the style and price, 
he said. 

Atlanta society, through its 
Junior League or the débutante 
club, was host to the six hundred 
shoe men at the Atlanta theater 
Tuesday night. The younger so- 
ciety belles were models in the style 
show, in which were displayed a 
large number of different lines of 
shoes. Following the style show the 
League put on its charity show, 
called the “Junior Follies,” which 
was enthusiastically received by a 
packed house. President Steele de- 
served and received much commen- 
dation for his splendid work in ar- 
ranging this treat. 
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The Ankle Age—What It Means 


By John Holden 


Chairman Women’s Styles Committee, N. S. R. A. 


continue along progressive 
lines. It is the general consensus of 
opinion of a number of the foremost 
men in our industry, with whom I 
have conferred within the last sixty 
days, that the women of today are 
more interested in the appearance, 
style, fit and quality of their shoes 
than ever before. 

If this is so, and I believe it is, we 
should do everything in our power 
to warrant the continuance of this 
shoe consciousness on the part of the 
fair sex. 

The millinery industry, it is said, 
is planning to spend one million dol- 
lars to create hat consciousness. Let 
them go to it—this is the “Ankle 
Age,” and we no longer tremble in 
fear when we hear some one say: 
“The fair ladies are going to wear 
their millinery on their feet.” This 
is the “Ankle Age,” thanks to the 
shoe industry and the hosiery indus- 
try. 

Shoes are more beautiful than 
ever. Patterns are sane and in good 
style and this old world of ours never 
saw more beautiful leathers and ma- 
terials than it is now possible to se- 
eure for our shoes. 

We have the question of color. It 
was said that there would be no use 
for gray after Easter—yet reports 
come from all over the country that 
gray is liked as much now as it was 
thirty days ago and possibly more. 
If we do not have color to stimulate 
the industry we would find our prob- 
lems greater than they are at the 
present time. It is to our interest 
to push color during this coming 
season. 

Combined with the beautiful hose 
of the day—no wonder it is said we 
are living in the “Ankle Age.” 

In most parts of the country 
weather conditions have been rather 
unseasonable to say the least, and 
without a stimulus our business 
would have been a much more per- 
plexing problem. 

If it was not for color this season, 
it would have undoubtedly been a dis- 
astrous one. Regarding the possi- 
bilities of color, I think the surface 
has only been scratched. Handle 


E have possibly a greater op- 
portunity than ever before to 


color rightly, and the merchandising 
sense that is yours will carry you 
through a very successful fall sea- 
son. 

Reptilian leathers for women’s 
shoes, both the simulated and the 
genuine, should be considered. Simu- 
lated leathers are now worthy of 
consideration on the part of all buy- 
ers, as considerable additional 
knowledge in the making of fine 
leathers has been gained by numer- 
ous tanners through experiments 
made during the past year. 


Materials Determine Styles 
By Fraser M. Moffatt 


President Tanners’ Council 


As a tanner I am a colorful agent. 
You will admit that the American 
tanner stands first and that he is 
without competition and is recog- 
nized all over the world. A Parisian 
style shoe shown in one of the ex- 
clusive shops in New York was made 
of American leather, and the man 
who supplied it is sitting here to- 
night. 

In the preparation of materials 
for your business there is no prob- 
lem we have not solved. Without the 
skill of the American tanner every 
retailer and manufacturer in this 
room would be at sea. You have 
played your tune and we surely have 
danced! 

We have vagaries in style. We 
see in concrete form the desire of 
the American public to adorn their 
persons. This matter of style adorn- 
ment must be taken seriously. We 
must study the style trend as we 
would any other economic matter. 
It must be understood by the shoe 
manufacturer and the shoe retailer 
must pass it along. It is interesting 
to note that there were one hundred 
and twenty-five million skins proc- 
essed by tanners last year. The tan- 
ner is learning to diversify his prod- 
ucts. He is not confining himself to 
shoes—but to numerous other things. 
We comb the markets of the world 
for raw materials to satisfy your 
demand. 

There is a danger point in the de- 


velopment in the industry for style 
in color and type. Our function, as 
producers of this wonderful material 
which we call leather, is to satisfy 
your appetite. We may not always 
be able to give you what you want 
without creating serious difficulties, 

I plead that you retailers and man- 
ufacturers will develop your styles 
along the general style trends so that 
a market may be created for all kinds 
of leathers. Leather answers your 
demands. Leather is the predom- 
inating thing in your styles. It is 
the proper material for shoes for all 
occasions. Much has been said about 
the inroads of fabric. We are not 
afraid of fabric. It is not gaining. 
The reason is that leather has mer- 
its which substitutes do not possess. 
We tanners have built the foundation 
for publicity—leather consciousness 
—which is the basis of shoe con- 
sciousness. If you have some plans 
for publicity in which we can join 
we will offer suggestions for your 
consideration. 


Consider the Ensemble 


By Frank B. King 
Chairman Styles Committee N. S. T. A. 


Style is only part of this general 
shoe game. As I see the problem we 
must make a study of the entire 
costume and decide upon the proper 
relation between shoes and the other 
articles of apparel. We must con- 
sider the entire outfit to get the 
proper prospective on shoes. The 
hosiery people have been doing a 
wonderful work, and have been help- 
ing the shoe business greatly. The 
shoe people really owe the hosiery 
trade more than any other branch of 
the apparel industry. 

During the past five years there 
has been shown each season, since 
these style conferences were begun, 
a decided inclination to put more 
thought on the harmony of the en- 
tire costume. The style magazines 
once showed nothing but millinery 
and gowns. Lately, however, they 
are devoting more and more atten- 
tion to shoes. The trade owes much 
to these style magazines. 
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Style Guessing” 


The various departments 

having to do with shaping 

the style destiny of the In- 
ternational Shoe Co. 


merchant today who is not in- 

terested in the subject of style, 
since it has become such a vital fac- 
tor in determining shoe values. In 
fact, never before have merchants 
been so alert to the ebb and flow of 
style trends. Concurrently we find 
every branch of the shoe industry 
making a careful study of style all 
for the ultimate good and benefit of 
the retail merchant. 

It is interesting to note the extent 
to which the International Shoe Co. 
has gone in for the careful analysis 
of style tendencies. This company, 
with a total of forty-four shoe fac- 
tories, producing an aggregate of 
171,000 pairs daily, has developed an 
entirely new division of their organi- 


G erie does one find a shoe 


H. L. Kelley 
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Large Company 


Analyzes Fashions 


zation, known as their Style and 
Model department. This department 
employs over thirty specialists. It 
occupies the entire eighth floor of a 
building at 1824 Washington Avenue. 

The staff consists of style experts, 
artists, shoe designers, pattern cut- 
ters and die specialists. There is a 
large pattern shop making patterns 
for rush orders only; a miniature 
shoe factory where complete models 
are developed; as well as a general 
planning, developing and grading 
department, also a large sample and 
conference room. 

An outstanding advantage is the 
fact that immediate action is ob- 
tained in arriving at decisions on the 
adoption of patterns, color combina- 
tions and methods of more efficient 


fitting of various patterns. The en- 
tire detail of conceiving, designing, 
cutting, perfecting, grading and or- 
dering of patterns, dies and cut-out 
dies for forty-four great shoe fac- 
tories is all handled by this depart- 
ment. 

Complete sample lines of all the 
shoes adopted by the various dis- 
tributing branches of the Interna- 
tional Shoe Co. are carried in the 
large sample and conference room. 
Regular meetings are held there for 
developing the company’s plans and 
policies affecting the style and mer- 
chandising departments. 

So highly organized is this depart- 
ment and so carefully has it kept 
pace with the growing importance of 

[CONTINUED ON PAGE 63] 
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—The Inquiry: 


What percentage of gross margin 
and what percentage of mark-up 
do you figure on men’s, women’s 
and children’s shoes? What 
would be considered a fair net 
profit?—From Kansas City, Mo. 


—The Answer: 


ITHOUT certain specific in- 

\\ formation about your busi- 

ness, it will be necessary to 
make rather general answers to your 
questions. With full and accurate 
information regarding your store 
merchandise and methods and trade 
conditions in your community, the 
figures as they appear below might 
be subject to some modification. 

It is usually wise to apply the same 
figures to men’s, women’s and chil- 
dren’s shoes. Some merchants think 
they have reasons for marking chil- 
dren’s shoes especially close and they 
may cut down the figures suggested 
here, by one or two or three per cent. 
But not so many shoe men do this 
nowadays as did it ten years ago 
when children’s shoes cost only half 


something to say about that. 
quite generally true that the mark- 


A Boot and Shoe Recorder department in which will a 


$ 


be found the solution of merchandising problems 
submitted by merchants to O. K. Johnson, Associate 
Editor of Merchandising Practice 


pered by outside forces and influ- 
ences. Your competitors will have 
It is 


up in a successful store in any com- 


munity must be no higher than the 
mark-up in other stores of the same 
class in the same community. 


Your problem appears to be a 


problem in pricing. Here is the way 


to go at it: 

Take (1) your store’s percentage 
of total expense; add (2) your 
store’s percentage of merchandise 
depreciation; and add (3) the per- 
centage of profit to which you feel 


you are entitled. The sum of these 


three items will give you your mark- 
up expressed in a percentage of the 
selling price. It represents the dif- 
ference between the cost of the shoes 
and the price at which you will sell 
them. If you are already selling 
shoes in your store, your records 
should give you the exact figures for 
(1) and (2) above. If the shoe 
business is a new enterprise in your 
store, you will need to determine (1) 


and (2) arbitrarily for the first sea- 


son or two, and then check up your 
figures with the exact data you will 


secure from actual experience with 
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You would probably make the 
price $10. 

If the mark-up were 331-3 per 
cent, your price would be found by 
adding to the cost 50 per cent of the 
cost. 

Now, let us look ahead and sup- 
pose a few things. If you have based 
your figures on full and accurate 
data accumulated in previous experi- 
ence in your store; or if your judg- 
ment has been good in arbitrarily de- 
ciding upon your mark-up; and if 
the conduct of your shoe business is 
about 100 per cent efficient; and if 
business runs throughout the season 
as you hope and expect it will; if 
volume of business and turnover are 
satisfactory; and if you keep your 
expense percentage down—then, the 
figure that represents your mark-up 
at the beginning of the season, will 
also represent your gross margin at 
the end of the season, and you will 
make the anticipated net profit. 
Seldom, however, does a business 
throughout a full season meet all the 
above conditions. This is because 
shoe men, like other men, are human, 
imperfect and accustomed to making 
mistakes. Usually, therefore, actual 


your own merchandise and custom- 
ers, in your own store, in your own 


city. 


figures at the season’s end show a 
less percentage of net profit than 
was hoped for six months earlier. 


as much as they do today. 
The fact is that the merchandise 
and not the customer should deter- 





mine whether there is to be any vari- 
ation in the mark-up. It may be 
good merchandising to increase the 
mark-up on such merchandise as 
women’s footwear novelties, or to re- 
duce the mark-up on merchandise 
items in popular-price grades where 
prices are to be closely figured in or- 
der to make these particular shoes 
represent unusual values and serve 


as “leaders.” 


UPPOSE you decide on the fol- 
lowing figures: 
; Per Cent 
(1) Total expense 
(2) Merchandise 

Depreciation 
(3) Profit 


The sum is 
This is your mark-up. 
Remember that this mark-up is on 


UT it is perfectly reasonable to 

look for a net profit of as much 
as 514 per cent as suggested above, 
when the store has a stockturn of 
two or better. This is quite a bit 
above the average for retail shoe 
stores. But who wants to run just 
an average shoe store? While a big 
majority of shoe stores make less 
than 5% per cent net profit, not a 


Before you definitely determine 
what figures to use in merchandising 
shoes in your store, you ought to 
know rather fully the policies of 
other local stores regarding these 
matters in question. Because, after 
all, you are not likely to find yourself 
free to settle on an ideal merchandis- 
ing policy and carry it out unham-. 


the selling price. To find the price 
of any shoe, when the mark-up is 35 
per cent, take the cost and add 54 
per cent to the cost. Thus: 

Cost of shoe 

54 per cent of $6.25 


few being run at a real net loss, it is 
nevertheless true that hundreds of 
stores make as much as 5% per cent 
net profit. Many stores make more 
than this. So, as an ideal to set be- 
fore an ambitious, aggressive shoe 


The sum is man, the figure is none too high. 
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Three Cardinal Principles of 


Window Trimming 


(The author, Mr. Semsch, is secre- 
tary and treasurer of the Moss Shoe 
Co., in LaCrosse, Wis. To him is ac- 
corded the honor of being one of the 
most versatile window trimmers in 
the country. With a comparatively 
small stock of fixtures, he has been 
able, by judicious changes in ar- 
rangement, to get an infinite variety 
of effects—EDITOR’S NOTE) 


OU know how it is in your 
business. You admit that you 

) like to tell your friends and the 
public about a new article, just re- 


ceived; that’s natural. 
What better means has a merchant 


By E. P. Semsch 


than by proper use of window space? 
We maintain that especially in the 
retail shoe business is there an ever- 
widening field for the use of so- 
called window advertising. 

Considerable time was spent in 
planning the windows of our new 
store. Answering various questions 
which arose in our mind, we decided 
that a window for displaying shoes 
must not carry too much depth. We, 
accordingly, built our windows 65 
inches deep—backed with three 
French doors, of small lights of 
leaded glass. 

We submit here two photos of our 
displays which will set forth a vivid 


doors are draped individually with 
sun-fast silk, gathered in the middle 
with a silk band. The drapes are 
changed every three months—appro- 
priate seasonable colors being used 
at each change. 

The subject of window trimming 
covers a wide area. The primary 
thought in window dressing is to 
avoid overloading a window with 
shoes. The necessary display fix- 
tures should be available to the 
decorator to enable him to carry out 
an attractive showing of _ shoes, 
hosiery, findings, etc. In arranging 


the fixtures, it is well to remember 
that the most effective display is 


brought about by building the trim 
along pyramid lines—in other words, 
build up to a central point; this plan 
is cited particularly with our style 


of telling the public of his wares idea of the windows. The French 


of windows. 

Nothing adds more liberally to the 
effectiveness of a display than col- 
ored silk, properly draped. To add 
tone to a trim, seasonable flowers 
should not be overlooked, and a few 
velvet mats can be used to advantage 
on the floor. 

An adequate lighting system is 
just as important as a well-trimmed 
window. In fact, it is our contention 
that a window is not properly 
dressed without a liberal flow of 
light. The best appeal to the win- 
dow-shopping public is to have the 

[CONTINUED ON PAGE 63] 


These two window trims illustrate excel- 
lently how, by very slightly altering the 
arrangement of stock window fixtures, a 
wealth of variety may be introduced into 
the windows. Mr. Semsch, the author of 
this article, has found that too deep a 
window places the trimmer at a disadvan- 
tage, that a background which is rarely 
altered nevertheless does not necessarily 
produce an effect of monotony, that the 
pyramid way of arranging shoes in the 
window is the best, and that too many shoes 
in a window are apt to defeat the very 
purpose for which they were put there 
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Twelve Ways of Building Up 
Your Mailing List 


By A. W. Frey 


Assistant Professor of Marketing, Amos Tuck School of Busi- 


OST shoe dealers devote prac- 
Meat all of their advertis- 
ing effort to window display 
and newspaper copy. Posters, car 
cards, novelties such as_ pencils, 
calendars, motion pictures, and di- 
rect mail are used here and there. 
Of course, many dealers are limited 
by local conditions to one or two 
methods of putting their message 
before possible customers. e 
One cannot generalize to the effect 
that one way of advertising is better 
or poorer than an- 
other because of so 
many variable factors 
that enter. The small 
town store faces dif- 
ferent problems than 
the large city store; 
the neighbor hood 
store can not. be 
treated on the same 
basis as the down- 
town store. One type 
of advertising may be 
suitable here, another 
there. 

It does seem, how- 
ever, that shoe deal- 
ers should give more 
attention to direct 
mail advertising. The 
fact that so few 
stores use it is not 
because they have 
tested it and found it 
inefficient but because 
they have never both- 
ered to study its pos- 
sibilities. 

The letter received 
through the mails can 
be made personal to a 
degree prohibited by 
other forms of adver- 
tising. It will get 
attention and, if care- 
fully planned and 
written, will get in- 
terest and in many 
cases action. Letters 
can be sent to five 
people or a thousand, 
depending upon what 


greater pairage. 


ness Administration and Finance 


the dealer is attempting to sell or 
the result he is attempting to accom- 
plish. 

The basis of good mail advertising 
is, of course, an up-to-date, accurate, 
classified list of potential shoe 
buyers. Such a list can be easily 
built. Old customers are of first 
importance. They have had con- 
tacts with the store and if previously 
satisfied can be most easily induced 
to return. The store carrying 
charge accounts can use the names 


Showing the dignified shoe department in the men’s wear store 


of Rolle’s, at Houston, Texas. 


“Shoemen can enlarge the demand for sport shoes through 
making them more popular by strong, consistant publicity, 
both in advertising, newspaper reading notices and appealing 
window displays,” remarked Department Manager S. E. Ep- 
stein of Rolle’s, Houston, Tex. 
merchants to emulate the clothing trade in developing distinct 
types for the different outdoor activities. 
mer weight shoes that are as different from ordinary shoes, as 
a Palm Beach suit is from a blue serge, would tend toward a 
Such sports as golf, yachting, polo and the 
like, attract a well-dressed gallery, that is not always wearing 
the suitable shoes. Let’s educate our customers better, mak- 
ing them more shoe conscious.” 


“It would really pay the shoe f 


Featuring real sum- 


2 


on its books as the beginning of a 
list. It is not difficult to get the 
names and addresses of customers 
even though a store does a cash 
business. If it is suggested to the 
customer that his or her name and 
address is desired in order that he 
or she may be notified in the future 
of purchases of shoes in which he 
or she might be interested, the in- 
formation will be given in the ma- 
jority of cases. 

Additions to the list can be made 
from directories, tele- 
phone books, news- 
paper stories, and 
other local sources. 
with comparatively 
little effort, a file of 
names can be built up 
which prove’ very 
useful. 

Such a file should 
be constantly checked 
to insure its being 
up-to-date. Additions 
and subtractions will 
be made. “Remarks” 
will be noted on indi- 
vidual cards, giving 
any information that 
might be important 
in planning letters to 
these individuals. 

It might be well to 
keep two files, one a 
general list in alpha- 
betical order, and an- 
other a list arranged 
by mailing dates. The 
former would be used 
for all general mail- 
ings, that is, mailings 
broadcasting a story 
interest to any 
purchaser of shoes. 
The latter would be 
arranged, as noted, by 
dates so that under 
each date would ap- 
pear the names of 
persons who for one 
reason or another 
should be approached 
at that time. 
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While many dealers will think of 
other occasions or circumstances 
under which they can use direct mail 
effectively, the following uses will 
cover a great many possibilities: 

1. When new residents move into 
town, they must search out the 
stores at which they desire to trade. 
A brief letter to such newcomers 
will often serve as a welcome intro- 
duction. 

2. For the store handling infants’ 
shoes, the “birth” column in the 
local paper can be helpful. Parents’ 
attention can be drawn to the fact 
that such-and-such a store has just 
the footwear in which they will soon 
be interested. As the youngster 
reaches a stage where a different 
type of shoe should be worn, appro- 
priate letters can be written. 

8. Engagement announcements 
provide another source of names for 
the list. Both the prospective bride 
and groom will be in the market for 
shoes. 

4. If the paper tells of somebody 
about to make a trip, this somebody 
can be approached as a potential 
customer for one or more pairs of 
new shoes. 

5. When a customer tells the sales- 
man that “this is the only place in 
town I’ve been able to get the style 


or fit I want” this information can 
be jotted down and used to advan- 
tage when this customer should be 
ready to buy again. A letter to this 
customer reminding him that he did 
get what he wanted on a previous 
occasion and can do so again should 
bring repeat sales. 

6. Members of the local country 
clubs will be interested in golf and 
sport shoes. 

7. During the spring thaw, all 
customers can be reminded that the 
dealer has a good line of rubbers. 
Many shoe sales may result. 

8. Selected customers can be noti- 
fied of intended “sales” before such 
“sales” are advertised to the general 
public. Such interest in these cus- 
tomers will be appreciated. 

9. Young ladies taking part in 
many social activities will be inter- 
ested in the new styles of shoes com- 
ing out especially during the height 
of the town’s social activity. 

10. The person who has never 
traded at the store can be ap- 
proached on just that basis,—“We 
believe the reason we have never 
enjoyed your patronage must be due 
to the fact that you are not fami- 
liar,” ete. 

11. A customer who has not “re- 
peated” for several seasons can be 
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asked the reason for it in a manner 
that may renew interest. 

12. The husband who has been a 
regular customer can be told that 
the store is able to give his wife or 
children the same satisfaction that 
he seems to have experienced. 

As has been said, dealers will 
think of other points of which ad- 
vantage can be taken. While these 
special letters will not produce 100 
per cent results, they can be effective 
to a considerable degree. Results 
should be carefully checked to see if 
the program or policy should be al- 
tered in any way. It must be re- 
membered that where a direct sale 
may not result, the letter may have 
sufficient advertising value to bring 
the recipient into the store at some 
future time. 

Further, it should be remembered 
that the best list in the world and 
the best ideas with which to ap- 
proach this list are valueless unless 
the approach is well made. Again, 
it is difficult to generalize as to 
letter writing rules but it is prob- 
ably safe to say that the letter which 
tells the real story in as few words 
as possible will be the most produc- 
tive of results. The flippant, breezy, 
“wise cracking,” or the stilted, hack- 

[CONTINUED ON PAGE 79] 


Watching the Front Door 


By John H. Brefeilh 


Imperial Shoe Store, Shreveport, La. 


that it was cheaper for me to 

hire many things done around 
the store, such as window trimming 
and detail work, in order that I 
might be free to be up near the front 
door most of the time. I have 
learned a lot. 

The front of the store is a corking 
good listening post and observation 
station. From this point of vantage 
it is easy to hear interesting com- 
ments on the window display, for the 
doorway acts as a megaphone and 
many pertinent remarks are wafted 
inward. Comments both favorable 
and unfavorable are heard, and so, 
partly in this manner, we learn what 
people actually think of our styles 
and prices. 

Then, if too many people pass by 
without stopping, something is 
wrong with the display, or else they 
are not in a buying mood. Right 
now is where the boss must do some 


Gist time ago I figured out 


tall, quick thinking to determine how 
to remedy the existing conditions. 

When a customer is met at the 
door by the proprietor, she can be 
greeted properly. If an old custom- 
er, calling by name helps to make 
her feel good. On the other hand, 
should the entering customer be 
peeved or have any complaint, the 
smoothing over process or the ad- 
justment can be made at once, with- 
out her being obliged to tell her trou- 
bles to a salesman and then again to 
the one in charge. Then, in times 
when all the men are busy, it is easy 
to hold a customer just by talking to 
her until a salesman is free. 

Most customers -who come in can 
be sold satisfactorily without high 
powered salesmanship if the one who 
meets them at the door gets them in 
a proper frame of mind. By being 
constantly on the floor it is easy to 
see that everyone is seryed, whether 
it be a ten-cent polish or a ten-dollar 


shoe. It is a good rule never to price 
an article until the customer has had 
a chance to examine it, and has had 
the merits of it explained to her. 


OMETIMES when one of my boys 
has had several hard customers 
in a row, I make him take a walk 
around the block, believing that the 
fresh air will brace him up and make 
him forget his troubles. The same 
thing holds true for the boss. If the 
details of the business, or a streak of 
poor trade gets on his nerves, he will 
be better off to take a few hours for 
fishing or playing golf until he feels 
better. Grouchiness is as contagious 
as smallpox and should be avoided 
just as much. Vaccinate yourself 
against a grouch by a short vacation. 
Methods of running a store are 
constantly changing, so if the boss 
is on the floor all the time he can 
sense them quicker than if he is shut 
up in an office. 
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Dramatize Your Publicity and 


Watch It Work 


By Michael Murphy 








RODUCERS of plays 

that run for years 

know full well the value 
of dramatic situations and 
how to sell them to the buy- 
ing public—so now one is 
almost forced to start won- 
dering if the shoe store can- 
not use some of their ideas. 
The foregoing statement 
brings about the thought 
that retail shoe merchants 
should “dramatize their pub- 
licity.” 

Since the newspaper ad- 
vertising, the direct-by-mail 
advertising, the window dis- 
play, in fact, ALL advertis- 
ing done by shoe stores does 
not appeal to the sense of 
hearing, we must seek to 
appeal to the minds of the 
buyers through the sense of 
sight. By making the news- 
paper advertising more ap- 
pealing to the eye, we gain 
access to the mind—and 
reason, through good, sen- 
sible, selling thoughts— 
commonly called “copy” in the ad- 
vertisement, combined with good 
illustrations. 

And, speaking of illustrations, 
there is no better investment for a 
shoe store than to have neat appeal- 
ing cuts made of the shoes carried 
in stock. In many cases merchants 
are forced to use mats from the 
manufacturer or from-a newspaper 
service, and in few cases are any of 
them possessed of any striking de- 
gree of beauty or resemblance to the 
shoe or general style being adver- 
tised. 

All of us like to see neatly ar- 
ranged homes, gardens, stores and 
upon second thought our very nature 
seems to feel an attraction and 
liking for the well balanced and 
orderly arrangement of any group 
of objects. The thing to remember 
is this: Have your ads in neat, 
orderly arrangement. Let the day- 
light through some of those black- 
type ads, so people can get to them 
and read your message. Be gener- 
ous with your white space. ’Tis far 





A Word About the Author 


Michael Murphy holds the 
post of publicity man for 
Krupp & Tuffly, Houston, 
Tex. One of the most suc- 
cessful stunts, one that he 
has used for several years, 
is the naming of his store 
“The Gifty Store” during the 
Christmas buying season. A 
four-page newspaper was is- 
sued called “The Gifty 
News,” and circulated for 


regardless of what is sold. 

The point to be made 
here is that the shoe mer- 
chant can use these same 
tactics in promoting the 
things he has to sell. Not 
only can he use them, but as 
a successful merchandiser, 
he should use them. The win- 
dow displays that tie up with 
the advertising are most 
effective when descriptive 
cards point out the features 
or the ideas of the display. 


miles around Houston, -then 
all the window tickets, in ad- 
dition to the holly berries, bore the word “Gifty.” 
The same thought was carried out all through 
the store. 

A small newspaper ad told the people that by 
presenting this ad at the store, they would re- 
ceive a calendar free. In three days 6,500 people 
did this little thing. 

Mr. Murphy is a bear for getting free public- 
ity in the newspapers in the way of style dope. 
His idea of a real vacation is going to Chicago, 
there putting in a two weeks’ intensive study on 
advertising. 


In connection with window 
displays, many display men 
plan to build their window 
trims so that they will carry 
the looker unconsciously 
toward the door of the store 
—and inside, where the man 
on the floor takes up the 
work and completes the sale. 





N observation by Donna 
B. Cooley in a December 
issue of Printers’ Ink opens 














up an interesting topic for 





better to have a short message well 
displayed than a long one crowded 
up into the same space to the extent 
of being repulsive. 


RAMATIZE your ads with head- 

lines, give your shoes a person- 
ality that is almost human—and 
never forget that when you have 
satisfied curiosity you lose interest. 
Tell them SOME of the things, the 
things that will make them want to 
know more, and leave it to the dis- 
play window to carry on. 

Now the window takes up the job, 
acting as a supplementary selling 
force together with the newspaper 
or direct-by-mail advertising. De- 
partment stores always feature in 
their windows the articles they are 
advertising at that particular time. 
A visit to the department selling 
those featured articles, usually re- 
veals those same articles right out 
where you can’t miss seeing them! 
Such an arrangement makes a sales- 
producing combination that has been 
long successful in merchandising, 


the man who wishes to put 
new life and pulling power in 
his window displays. He tells 
us that he watched two window 
displays of cosmetics and toilet 
preparations for a half hour to see 
what effect they would have on the 
passing throngs. One was decorated 
with delicate pastel tints, the other 
with orange and blue. He found 
there was no competition between 
the two. The orange and blue, 
which he terms “an unbeatable com- 
bination,” caused scores of passing 
shoppers to stop, and even those 
who were loaded down with bundles 
and in a hurry, stopped a bit or 
glanced back to see the display. 
The effect of color is important in 
a window display, and the man who 
devotes a bit of his time to learning 
about the best colors to use in his 
displays, will be well paid for the 
time expended. 

Nothing is so repulsive to the 
passerby as a dirty window. In 
some store windows can be found 
dirt, cobwebs, old price tickets, and 
many other indications that the 
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proprietor or someone is neglecting sible to get the effect of many colors veritable gold mine of suggestions 


a mighty important part of his store. 


Worlds of people enjoy look- 


on the display with spotlights. A 


can be had from various booklets 
and catalogs on window 
lighting and _ decorations, 





ing at display windows. They 
look at them regularly, that 
is, the ones that are kept 
fresh and interesting. Cover 
up the cold, glaring mirrors, 
show that the store is hu- 
man by having human-inter- 
est stuff in the windows. 
When the people once find 
out that windows offer noth- 
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ing new, it becomes a seri- 
ous matter. This affects 
all classes and sized stores, 
big towns and small towns 
alike. 

Lighting is another impor- 
tant feature in window dis- 
plays. Many stores are un- 











attractive because of dim 
lighting, caused by corroded 
reflectors, dirty lamps or too 
few lights. Frequent clean- 
ing of reflectors and lamp 
globes will help to remedy 
this condition. If it is de- 











cided that the present light- 
ing arrangement is not prop- 
erly displaying the merchan- 
dise, one or more high-pow- 
ered stop lights will bring 


Krupp & 


SHOES—ALSO HOSIERY 


At 


They’re Here, Girls! 


KRUPP & TUFFLY’S 


BALLOON 
OXFORDS! 


Tuff] 


which most of the firms deal- 
ing in those things will be 
more then glad to send out. 
In many instances it is pos- 
sible to take ideas and sug- 
gestions from such booklets, 
which can be rearranged 
and worked into very effec- 
tive window trims. 
Direct-by-mail advertising 
is proving to be very effective 
with many shoe stores and 
each season finds more of 
them using this means of pro- 
moting business. Probably 
the most inexpensive type of 
mailing piece which can be 
prepared is the “accordion 
fold.” It can be mailed out 
in an envelope or by using 
slightly heavier paper, will 
stand the wear and tear of 
the mails, it can be addressed 
and stamped on the back, thus 
eliminating the cost of the 
envelope. Many stores stage 
“private sales” by means of 
direct-by-mail advertising 
alone, where it is desired to 
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about a wonderful improve- 
ment. In addition to get- 
ting more light, it is pos- 


Dramatize your publicity, says Mr. Murphy. In 
other words, appeal to the sight, as well as ° 


the mind, of the reader 


do away with the “sale” idea, 
as far as the general public is 
concerned. 





Style “‘Guessing”’ 
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style as a factor in determining shoe 
values, that it has become a clearing 
house of authentic style information. 
The heads of this department are 
constantly in touch with every phase 
of the shoe industry. They are con- 
stantly studying the newest develop- 
ments in lasts, leathers and all other 
materials used in making shoes. 
Likewise, all avenues of information 
are used, for example, the leading 
shoe journals, style and clothing 
magazines, both domestic and for- 
eign, shoe style and pattern services, 
professional shoe designers in New 
York and Paris. Every available 
source of information is carefully 
sifted to determine style tendencies. 

Once these tendencies are deter- 
mined much consideration is given to 
how they will affect the retail mer- 
chant, particularly with relation to 
what tyres and styles are selling at 
the present time. 

That this department performs a 
vital function in a huge organization 


is seen in the fact that every pattern. 


that is adopted by the International 
branches must sell into the thou- 
sands of dozens. Each new pattern 
is tested as to fit and sales desira- 
bility before it is finally announced. 

The vast amount of style informa- 
tion that comes to this department 
is segregated, digested and then 
passed on to the 700 salesmen on the 
road in the form of regular weekly 
letters. Thus the International sales- 
men are constantly receiving the 
latest style information from prob- 
ably the largest and best-informed 
shoe style department of its kind in 
the world. In addition to this, a 
special style show is held for their 
benefit upon each semi-annual visit 
to St. Louis. 

This department is under the gen- 
eral direction of E. C. Hyde in 
charge of the women’s and children’s 
field; Mr. H. L. Kelley in charge of 
the men’s and boys’ field. Mr. S. 
Bown is in charge of actual pattern 
production. 

In cooperation with this depart- 
ment the International also has style 
specialists who concentrate their ef- 
forts upon the various factories. 


Three Cardinal Principles 
of Window Trimming 


[CONTINUED FROM PAGE 59] 


windows lighted so as to readily at- 
tract the passers-by. 

Note from the photos how the 
name “MOSS SHOE CO.” stands out. 
This method of displaying the store 
name is quite out of the ordinary. 
The name is painted with white let- 
ters on plate glass, blocked in blue 
with a gold border line. This glass 
runs across the entire store front, 
20 feet, and is 3 feet high. A 
trough back of the glass, with twelve 
75-watt lamps, throws a mass of 
light through the sign, making the 
store force its way upon the public 
after dark. It is useless to say that 
our lighting bill is a heavy item, but 
the observing public soon appreciates 
the importance of an inviting store. 

A liberal portion of our advertis- 
ing quota is appropriated for win- 
dow display purposes. 
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She Sells “Shoes for the Hour” 
—and Hosiery, too 


saleswoman at the shoe de- 
partment of Neiman-Marcus Co., 
Dallas, Tex., recently sold, in 120 
minutes, $799 worth of “Shoes for 
the Hour.” Her customer was a 
middle-aged, quietly dressed 
woman. 
This is how Miss Haughton did 
She had returned only a day or 


ISS ETHEL HAUGHTON, 
assistant shoe buyer and 


it. 


two before this selling achievement 
































She sold footwear for the hour— 

$799 worth including the hours 

10 p. m. to 8 a. m—and all in 
two hours 


from an Eastern buying trip—her 
first experience in her duties as as- 
sistant to Buyer Griffith. She was 
in an enthusiastic frame of mind 
and was determined “to do big 
things.” 

Sold $799 Worth in Two Hours 


“TI had very much in mind,” Miss 
Haughton states, “the slogan— 
‘Shoes for the Occasion.’ Then I 
thought, as a possibly still better 
slogan, I would adopt the sales 
stimulating phrase of ‘Shoes for the 
Hour.’ I was thinking of ‘Shoes for 
the Hour’ very intently when the 
customer above referred to, entered 
the store. 


“She did not look like ‘ready 
money,’ but she seemed to appreci- 
ate the style information that I 
gave her. She then began saying 
‘I like this’ and ‘I like that,’ with 
the result that at the end of a cou- 
ple of hours I had sold her a pair 
of shoes for every hour of the day 
and part of the night. To be exact, 
the sales slip showed 17 pairs of 
shoes, size 342 AA. Total $269, and 
hosiery and buckles, totaling $530, 
or a grand total of $799.” 


Your Largest Single Sale, Please! 

Says the RECORDER’S “man- 
about-country” who _ interviewed 
Miss Haughton, “This shows you 
what a good, smart girl can do in 
a good store.” 

“We'll say so,” added Neiman- 
Marcus. 

Now, who’s next with the story 
of another record-breaking single 
sale? 

Write and tell the editor of “The 
Retail Shoe Salesman,” care of 
Boot AND SHOE RECORDER, 207 
South Street, Boston, about it, so 
that it may be retold through these 
columns to the shoe world. 























When Ethel Haughton “broke” 
the news of her big single sale 
of 120 minutes it nearly “knocked” 
her employers “out from under” 


Hosiery with Every Shoe 


DUBUQUE, IowA—Earl Bott, son 
of Joseph Bott, sells a pair of hosi- 
ery every time he sells a pair of 
shoes. Joseph Bott is the proprietor 
of Bott Bros., one of the high-class 
shoe stores of this city, the center of 
a wide trading radius. On March 
25 a woman from out of town called 
at the store and said that she wanted 
to buy a pair of shoes. Earl Bott 























This man sold a pair of stockings 

with every pair of shoes. Looks 

like, just now, that he is going to 
regret it 


was the salesman who attended to 
the request of the lady. Before she 
left the store, she had bought five 
pairs of shoes and a pair of hosiery 
to match each pair. Here is a copy 
of the sales slip: 

Shoes No. 5008 

Hosiery 

Shoes, 5000 

Hosiery 

Shoes, 5005A 

Hosiery 

Shoes, 585 

Hosiery 

Shoes, 512a 

Hosiery 
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How can this man prove to the 
lady that he is a good salesman? 




















) pda wee dollars in prizes for 
the best thinkers. 

Ten dollars for the best answer 
to the current problem. 

Five dollars to the second best. 

The ideas in your letter on the 
subject are what win. Poor com- 
position and bad spelling are sec- 
ondary considerations, 

THIS ONE IS EASY—TRY IT 
—YES? 

How would you sell shoes to 
prevent markdowns? 

Now “put on your thinking 
caps” and let us have your 
thoughts on the subject. 

A “tip” to help you solve this 
problem is—a suggestion from 
one of the best merchandisers in 
the country, that shoes, as to 
their salability should be analyzed 
with four points in mind: 1—Toes 
and heels. 2—Colors. 3—Pat- 
terns. 4—Materials. 











The April Prize Problem Will Bring 
$10.00 to Some Retail Sales Person 


This may not be your thought 
on: the subject, however. Write 
us. 

HOW WOULD YOU SELL 
SHOES TO PREVENT MARK- 
DOWNS? 

Now, take out your pencils and 
papers and write down your 
“WHYS AND WHEREFORS” 
OF THE PROBLEM “How Would 
You Sell Shoes to Prevent Mark- 
downs?” 

SEND YOUR ANSWER TO 
THE EDITOR OF “THE RETAIL 
SHOE SALESMAN,” BOOT AND 
SHOE RECORDER, 207 South 
Street, Boston, Mass., SO THAT 
IT WILL BE RECEIVED NOT 
LATER THAN MAY 3. 

Winners willl be announced in 
this department May 15. Only 
men and women actually engaged 
in selling shoes and hosiery at re- 
tail are eligible to enter this con- 
test. 

















Why? by flashing forth his retail 
shoe salesman’s license badge, of 
course 


Should Retail Shoe Sales 
People Be Licensed? 


The March Problem Prize Winners 
are—C. I. Helbert, of Reaser & 
Helbert, Ashland, Ohio, and R. M. 
Ball, of Paul L. Murkland, Beloit, 
Wis. 

The question—‘Should Retail 
Shoe Sales People Be Licensed?” 
brought to the editor the largest 
number of replies that have ever 
been received to any problem since 
the inauguration of this department 
of the Recorder. All the replies 
were 99 per cent emphatically in 
favor of this procedure. 

R. M. Goho, D. O., D. S. C. of 
Harrisburg, Pa., replied immedi- 
ately with an excellent argument, 
from his sixteen years of correct- 
ing errors in fitting and giving ad- 
vice to patients. We shall publish 
excerpts from Dr. Goho’s letter in 
this or a later edition. The editor 
thought, however, that Dr. Goho, on 
account of his scientific training in 
corrective work was really in a 
class by himself and that it might 
perhaps be fairer to confine the 
contest to those with an evidently 
lesser amount of medical experience 
at their command—in other words 
—the rank and file of the retail 
shoe salespeople. 

Honorable mentions are awarded 





to C. D. Creech of the Broadway 
Shoe Store, Newport News,: Va.; 
N. J. Rosenbaum, with Feltman & 
Curme Shoe Stores Co., Seattle, 
Wash.; Robert Liggett of Wende- 
roth’s Quality Shoe Shop, Philadel- 
phia, Pa.; H. Harry Haak of Haak- 
Benson Shoe Parlor, Canton, Ohio; 
Ray Stoddard, Hutcheson Shoe 
Store, St. Louis; Henry Minsenbur- 
ger of the Sterling Shoe Store, New- 
port, R. I.; Miss Esther Lazarus at 
Sol Nachman’s Department Store, 
Newport News, Va.; Victor J. 
Marks, Danville, Pa.; Paul P. 
Campbell, T. H. Campbell & Bros., 


Middlesboro, Ky.; Charles G. 
Bridges, with Joe D. Beck & Bros.’ 
shoe department, Little Rock, Ark.; 
Charles Cohen, with Kaufman 
Clothing Co., Lexington, Ky.; G. A. 
Spraley, with William F. Oelman 
Co., Dayton. 


A Few Points from First Prize 
Winner 


“With an experience covering 
nineteen years of ‘meeny-miny-mo’ 
fitting and nine years of profes- 
sional, scientific foot fitting, I de- 
sire to emphatically say, yes. Had 
I a knowledge of feet and their re- 





Above are a few of the 161 retail shoe salespeople who met recently 
with the retail shoe merchants at an evening dinner at the Gibbons 


Hotel, Dayton, Ohio. 


The salespeople were guests of their em- 


ployers for a “pep” meeting “put on” by the Dayton Retail Shoe 
Club, with the cooperation of the Merchants Service Bureau of 


the National Cash Register Co. 


The 161 retail shoe salespeople 


spent an interesting and profitable evening listening to talks on 


advanced methods of selling more shoes correctly 
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To Mix—or Not to Mix—? 


Houston, Tex., March 25, 1926. be successful. But which way will bring the 

Editor, “Retail Shoe Salesman: I have been most $10 customers back to the store next week, 
puzzling over a problem for some time that, per- "¢Xt month, next year and the years to follow? 
haps, you or readers of the “Recorder” may help Will the manager’s sincere sales talk ring the 
me in solving: What is the better way for the same to a “good fellow” acquaintance as it will 


ceamemer of an cactasive men’s thee store to to a new customer who comes into the store 
a) through the recommendation of one who is im- 


build up business—to go about town quiet days pressed with the quality of the goods and ser- 
and mingle with men in other places of busi- i.e? Does being on the floor all the time off- 
ness, such as recreation parlors, sporting places set the questioned advantage of time spent out- 
and the like, where men congregate, making a ide? Also, will the fact that you as a manager 
“good fellow” impression, or by spending every loaf around other places, induce other men to 
minute in the store meeting customers, selling loaf around your store? 
them and seeing that they receive good or better Personal experiences of other men would make 
than the average service? interesting reading to many others who are con- 
There are many arguments and successful ex- fronted with this problem.—From A Southern 
amples of both methods—that is, they appear to Manager. 



























































Criminals and the Reasons There- 
for” was given by the Hon. Edward 
Bagley, formerly United States Sen- 
ator and Deputy Prison Commis- 
sioner of Massachusetts, and Henry 
B. Elkind, M. D., of the Society of 
Mental Hygiene. At the conclusion 
of these talks a question period fol- 
lowed. Dr. Elkind told what his de- 
partment, which is only a little over 
a year old, has accomplished and can 
accomplish to better the mental 
condition of people in the shoe busi- 
ter’ stores—are all playing on peo- ness. He explained how a retail 
ple’s emotions by spectacular ad- : shoe salesperson could overcome ner- 
vertising of ‘The Wonderful Sav- He knows tactful ways of getting  vousness and loss of temper due to 


ings’ that they give on shoes, which loafers out of the store a “difficult” customer. 


a licensed, scientific foot fitter i 
would classify as so much ‘junk— Retail Shoe Salesmen Meet 


not fit for a human foot.’ This con- | Boston—The Boston Retail Shoe Shoe Mart Employees Have 
dition, combined with the cheap Salesmen’s Association nominated Fun-Fest 
help employed by. these stores, candidates for officers for the en- gr. Lovis—The employees of the 
whose meal ticket is mostly ‘pms’ suing year at their March meeting. Shoe Mart, whose organization in 
and percentages of sales, results in President Fred N. Greenwood posi- the company is known as the Prog- 
a state of affairs which a licensed tively declined to serve another yess Club gave’ a recent dinner 
fitter would soon overcome. term, despite the fact that he was dance and fun-fest at the American 
SHicsate Consumer urged to accept a third year “at the Annex Hotel. The company oper- 
helm.” He will undoubtedly be suc- ates four stores and from these 
“The customer needs more educa- ceeded by Vice-President Peter F. 
tion on feet, the advantages of Girard of the J. L. Esart Co., as 
good fitting and good shoes, re- there are no opposing candidates for 
gardless of price. The public this office. For vice-president, E. A. 
should be taught that It Pays to Kuhlen of the Walk-Over Shoe Store 
Buy a Good and Good Fitting Shoe, and Paul Goodhue of the Gilchrist 
Even If It Costs More Money. The Co.’s shoe department are candi- 
licensed fitter, with the required dates. R. W. Daly, who has effi- 
knowledge to tell the public the ciently served the association as 
right story about shoes and shoe secretary since its inception in 1914, 
fitting, is the logical solution to the has no opposing eandidate. For 
problem of mark-down sales, ex- treasurer, the present occupant of 
changes, returns and bad business.” that office, Robert T. Wright of 
Soest tila atisn Jordan, March Co.’s women’s shoe 
department, has no opposing candi- | 








lation to shoes and bodily health 
when I started to fit shoes my own 
feet and health would now be in 
better condition. I have helped by 
good fitting to overcome the torture 
which I had heretofore suffered as 
a result of poorly fitted shoes and 
that is why I am so enthusiastic 
over helping others. 


“Wonderful Savings” Oft Mean 
Junk 


“Cheap stores, chain stores, ‘shys- 


















































“So you imagine you know as much , é 
as the boss, do you? How is that?” date. Seven directors from a list of bs Gb tabi cma. of he 
“Well he himself has said that it is fourteen names will also be elected Shoe Mart, St. Louis, this sales- 
quite impossible to teach me anything.” at the May 3 meeting. man won a mileage book for nat- 


—Northwestern Purple Parrot. An interesting talk on “Crime and ural ability at taking a ride 











&, = weed be ~_ oe ao oe 


o> Th 


April 17, 1926 











Galveston, Tex., April 9, 1926. 

Editor, “Retail Shoe Salesman: Perhaps I can 
give a little light to the Southern Manager whose 
questions appeared on the opposite page. I have 
built up a good men’s business on personal so- 
licitation, combined with giving my trade good 
service. I do not encourage loafers and usually 
find a diplomatic way of shooing them out in a 
few minutes, neither do I let personal friends 
take up my time. 

Galveston is a pretty sporty town, and I find 
that it pays to drop into a crap game now and 


BOOT AND SHOE RECORDER 


“Better Far, to Mix and Mingle” 


then, even though I lose a few dollars, which is 
eventually charged up to advertising. In talking 
to the galloping dominos, when I am in the game, 
some one of the boys usually says “Come on, you 
seven, my dogs need a pair of Bostonians.” I 
never take any time during business hours for 
sports, but manage to keep in with the sporting 
element during my spare time. I consider this 
class of trade my most loyal customers. They do 
not ask any more favors than the regular run, 
also it requires less time to sell them.—B. K. 
Lotz. 
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gathered the employees, together 
with their wives, sweethearts and 
friends, to participate in this annual 
event. 

Fred Karstens, president of the 
Progress Club, was  toastmaster. 
Following the dinner, speeches were 
made by M. M. McCain, vice-presi- 


dent and general manager of the ™ 


Shoe Mart, and George E. Gayou of 
the BOOT AND SHOE RECORDER. 

Dancing followed the _ dinner. 
Prizes were offered for both good 
and pocr steppers. Attendance 
prizes for the lucky guests were dis- 
tributed and practically everyone 
left with some worthwhile gift. 


It Happens in the Best of Shoe 
Stores 


One of the most unique features 
of the evening was a sketch written 
by Robert Armstrong, manager of 
the shoe department of Myles, in 
which members of the organization 
took part. The title, “It Happens in 
the Best of Shoe Stores,” was ap- 
propriate and reviewed the incon- 
sistencies of customers, with all the 
humor that accompanies many a 
shoe sale. The Progress Club meets 
once a month, when business meet- 
ings are conducted; twice a year 
social affairs are given, to which are 
invited guests. The expenses are 
defrayed by the organization from 
their dues. Mr. McCain in discuss- 
ing the advantages of a store or- 
ganization of this kind stated that it 
created a greater spirit of friend- 
ship and cooperation between em- 
ployees and a better understanding 
of the aims and purposes of the 
company. 


Seattle Dealer Entertains 
Salesfolks 


SEATTLE, WASH.—The Seattle Re- 
tail Shoe Dealers’ Association held 
its Fifth Annual Evening Dinner 
Dance recently. This is an annual 


























He proved that he was a good fel- 
low at the same time letting it be 
known that he had shoes for sale 


function of the association, at which 
the store owners and managers act 
as hosts to their employees. There 
were 220 couples in attendance, rep- 
resenting 25 stores. 

The party had a two-fold purpose 
—namely, to create a feeling of good 
will among the various stores and to 
inaugurate the opening of the spring 
shoe season. 

During the dinner dance several 
novelty numbers were offered and 
young women employees of the shoe 
houses presented a series of tableaux 
and dance numbers. 

Ben H. Baxter, chairman, Harry 
Perkins and Ralph A. Gemmill were 
in charge of the evening’s entertain- 
ment. R. A. Horton is president of 
the associatoin. 


Selling Shoes in the ’80’s 


By Charles E. Damon, for forty-five 
consecutive years with the Henry H. 
Tuttle Co., Boston 


Charles E. Damon has sold shoes 
at the high-grade shoe store of 
Henry H. Tuttle Co. for forty-five 
years. He is the only man in that 
store who ever saw the founder of 
the company—the late Henry Tuttle. 
And he relates that he was a very 
nice gentleman. 


In Mr. Damon’s early days of 
shoe selling this shoe store was just 
as high grade as it is today—and the 
salesmen all wore black cutaway, 
long tailed coats and stiff bosomed 
shirts, stiff shiny cuffs, and gray 
trousers. In those days Mr. Damon 
relates that the only two other high 
class shoe stores in Boston were 
those of the T. E. Moseley Co. and 
John Rodgers of Roxbury. 

“Tan shoes for men came in first 
from England in 1883,” said Mr. 
Damon. “They were made on the 
Waukenphast last. They were hand 
sewed shoes and of light weight. 
Their sale was confined to men. 
Some afterward came in for ladies, 
and when shown to the fair 
sex they would say: ‘Take them 
away. We want nothing but black 
kid or calfskin or bronze kid, or 
white satin for evening.’ 

“Those were the days,” remi- 
nisced Mr. Damon, “when we had 
genuine Russia calf leather. Men 
liked these shoes, as also the patent 
leather shoes with silk tops. Men 
and women wore Congress gaiters 
in 1881; there were also some side 
laced shoes. Some shoes for women 
in those days came with tremen- 
dously heavy soles; the toes were 
square and plain.” 




















How the shoe clerk and his cus- 
tomer looked in 1883 
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astel Shades. .... 


are the surest sellers in style shoes 


LUXOR has proved a factor in popularizing pastel 
shades because in these mellow calf leathers of 
faultless finish each shade is presented in. the full- 
ness of its charm. 


We commend to you LUXOR LEATHERS in 


Pearl Grey Blonde 
Crystal Grey Sauterne 
Opal Grey Sand 
Camel Bamboo 
Carmel Ivory 
Cedarwood Paris 
Parchment 


Color uniformity is a dependable feature of 
LUXOR LEATHERS—a point to bear in mind 
when ordering shoes. 


Samples of Pastel shades will be sent on request 


Write for booklet 


“The Story of Leather” 
It’s Free 


The OHIO LEATHER COMPANY 


GIRARD< OHIO 
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No. 9680—Armour’'s Miami Kip; Sole Leath- 
er Counter: Jewel Eyelets; Braided Laces. 


These Numbers Instock 


No. 4283—A Summerweight; 
Barnet’s Florida Calf, Sole 
Leather Counter; Calf-lined 
Quarter: Blind Eyelets, 
Leather Heel 





Write for Beautiful Instock Folder 


Weyenbersg Shoe Mi¢. Co. 


Milwaukee, Wisconsin 
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New England Distributors Southern Pacifie Distributors 
Dunham Bros. Co. Gunnerson Shoe Co. 
Brattleboro, Vt. Los Angeles, Cal. 
North Pacifie Branch 
Weyenberg Shoe Mfg. Co. 

Portland, Ore. 
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No. 8280—Armour’s Miami Kip: Bronze Naiad 
Eyelets: Two-tone Braided Laces. 8380 Black. 


These Numbers Instock 


No. 1183—Armour’s Kip; 


Sole Leather Counter; Jewel 
Eyelets; Braided Laces. S 4.0 
o— 


1283—Armour's Coral Tan 





Write for Beautiful Instock Folder f = 


Weyenberg Shoe Mig. Co. 


Milwaukee, Wisconsin 


New England Distributors Southern Pacific Distributors 
Dunham Bros. Co. Gunnerson Shoe Co. 
Brattleboro, Vt. Los Angeles, Cal. 
North Pacifie Branch 


Weyenberg Shoe Mfg. Co. 
Portland, Ore. 
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“Where can I-buy wooden shoes to be used in an ice cream factory?” 


The Boot and Shoe Recorder Information Bureau answered this 
question. 


“Please give me the name of a manufacturer who specializes in large 
sizes of men’s footwear—particularly 1214 to 13, narrow widths.” 


The Boot and Shoe Recorder Information Bureau answered this 
question. 


“Can you tell me approximately how much capital a merchant would 
have to invest in a line of woman’s comfort shoes to make it worth 
while carrying them?” ; 

The Boot and Shoe Recorder Information Bureau answered this 
question. 


They wanted to know and they found out, just as hundreds of others 
in the trade have obtained valuable information by writing to the 
Boot and Shoe Recorder Information Bureau. 


No matter how difficult the question, we'll dig hard and deep for the 
answer. 


The service is free. 





Raarge UX Cito£l 


BUREAU MANAGER 
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Men’s * 5.00 Retailers $3.35 
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“ENDWELL” LINE’ fuiercin Catjstin uppers 
First quality plump full-grain outsoles 


Here’s VALUE!—a line of $5.00 Re- minute; newest shades of Light Tan; 
tailers that compares favorably with any also Black. Shoe shown above is one of 
$6.00 retailer on the market. the very latest models : 

Full-grain quality Calfskins—and car- 
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No. 683—Black Calfskin, Blimp last. Widths 










ried in stock for quick deliveries (most Cond TA Shes: $ to 21..........0050004 $3.35. t 
$5.00 retailers carried in stock are in kip t 
leathers only). Be, GIP KERN, «0.2 cc ewcencevevesens $3.35 I 
Patterns and lasts right up to the Sample cases or pairs sent on order. , 
¢ 
I 
y 

ENDICOTT - JOHNSON 
c 
a 
G 

Makers of popular-price dress shoes for men 

t 
Jersey City, N. J. ENDICOTT, N. Y. St. Louis, Mo. V 
t 
Complete stocks carried in warehouses in the above cities to make quick deliveries. g 
t 
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SHOE TRAVELER NEWS 


Edited by Helen M. Haney, Associate Editor 








Put the Human-Interest Touch 


Into Shoe Selling ) 
Day of Jobber and Small Town Merchant Has Not Gone B 
Te. most interesting thing in the world is a human being. What 
h 


e does and how he does it compels attention always. 


The fol- 


lowing item on “The Human-Interest Touch in Selling,” from a re- 
cent issue of the A. E. Nettleton Company’s “Table Talks” should be 
of much interest to the shoe traveling fraternity: 


From a recent issue of the A. E. 
Nettleton Co.’s “Table Talk” the 
following item on “The Human- 
Interest Touch in Selling” may be of 
interest to the shoe traveling fra- 
ternity: 

“Here’s a remarkable interesting 
story of a two-fisted, wide-awake, 
go-getter type of salesman covering 
Northern Ohio for the Harley Saw 
Co. While there is no parallel be- 
tween saws and shoes, the method 
he used to overcome opposition 
makes interesting reading. 

“It seems that he had been unable 
tu even secure an audience with a 
big buyer whom he had previously 
learned had declared he would not 
buy another saw from the Harley 
Saw Co. Judson, for that was the 
salesman’s name, had already won 
the nickname of ‘Burbank’ for mak- 
ing two sales grow where only one 
had grown before, and he rankled 
under the defeat. 


How Judson Got the Order 


“Not to be outdone, he hired a 
trick musician and from his room in 
the hotel he called the buyer on the 
phone. 

“ ‘Listen,’ he said, and then the 
musician played ‘Yankee Doodle’ on 
one of his saws. The buyer had 
never heard anything like it. He 
was interested. 

“ ‘What is it?’ he asked. 

“ ‘That,’ said Judson, ‘is a Harley 
cross-cut doing its best to be agree- 
able. This is Judson. I'll be right 
over.’ 

“He got the interview and he got 
the order. The buyer was so capti- 


vated with the salesman’s approach 
that he forgot all about the old 
grudge. 

“Moral: The human-interest con- 
tact in selling will open the door to 
a sale 
budge.” 


that dynamite wouldn’t 


Four Thousand Pairs 
in a Rush 


“The day of the jobber and the 
small-town merchant has not gone 
by,” recently said a shoe traveler of 
“The Hub.” “This was brought to 
my mind most forcibly the other day, 
when the buyer for a large retail 
shoe store in the Middle West came 





F. A. Whiffen of Dallas, Texas, 


president of The Southwestern 

Shoe Travelers’ Association. He 

is a good association man and a 

good shoe business booster for 
the Southwest 


to a Boston jobbing house to place 
an order for 4,000 pairs of novelty 
shoes, in narrow widths and small 
sizes. The shoe store is known gen- 
erally as one which carries a full as- 
sortment of the new creations for the 
ladies, but this past season, the buy- 
er was a little afraid of the light 
colors and of the reptile skin shoes, 
and did not order from his manu- 
facturers. 
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“The buyer had to have these 4,000 
pairs of light colors and fancy ma- 
terials immediately and decided that 
he would visit the Boston market and 
see what he could find. He placed 
his order with a jobber who had long 
ago pinned his faith to colors to 
such an extent that he had stocked 
generously as to sizes and widths. 
It is, to my mind, only another in- 
stance of where the specialty jobber 
is a necessity to the doubting and 
hesitating buyér. 

“The small merchant, the country 
over, has found out during the past 
month or so that he could have sold 
the newest effects in footwear, as to 
colors and high heels, if he had 
bought on them. The demand from 
the public came, but many merchants 
had not had the foresight to place 
orders for the new things. 


Mannheimer with Bender 


“Ed” Mannheimer, of long expe- 
rience in selling high grade foot- 
wear, has “tied up” with Arthur 
Bender of New York City, manu- 
facturers of bench-made shoes. 

“This organization,” says “Ed,” 
“has made a wonderful reputation 
in this grade of shoes and counts 
among its customers the finest shoe 
stores on Fifth Avenue.” 

“Ed” is keenly enthusiastic about 
the line and.expects to put it over 
“with a bang” in a number of the 
stores where he is personally ac- 
quainted in various sections of the 
country. He leaves for his initial 
trip some time in early April. He 
will visit all of the larger city mer- 
chants of the country. He will also 
make the Atlanta convention on 
this trip. 


Cincinnati Boys Get 
Together 


Members and past presidents of 
The Cincinnati Shoe Traveling Men’s 
Association held a recent “get to- 
gether” at the Alms Hotel, Cincin- 
nati. It is reported that the boys 
would like to have the next annual 
convention held in Cincinnati. Mor- 
ris H. Tobias is chairman of the en- 
tertainment committee; Isadore Net- 
ter of the Chas. Meis Shoe Co. is a 
past president. 
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THE QUALITY BOX TOE 






TRADE MARK 


(velas tic is durable and flexible, suring long life for 
the box toe and perfect toe comfort for the wearer. 


§ Will not soil delicately-colored stockings. It is water- 
proof and sweatproof. 


4 Celastic fuses the upper, lining, and doubler into one 
unit ; reproduces exactly the lines of the last, and 
leaves no ridge across the tip line. 

§ Box Toe problems simplified and better shoe making 
assured. 

§ Manufacturer, retailer, and consumer all benefit when 
Celastic Box Toes are used. 


United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 


Atbuan, Mdige...... 60550006640. 87 Main Johnson City, N.Y............ 276 Main New York, N.Y............. 37 Warren 
«SOR... <s csccscbens 93 Centre Lynn, Mass................... 306 Broad Philadelphia, Pa........ 221 North 13th 
» Chicago, Ill............ 18 South Market Marlboro, Mass............. 11 Florence Rochester,N. Y................ 130 Mill 
Cincinnati, Ohio......... 708 Broadway Milwaukee, Wis............. 258 Fourth St. Louis, — ERR LNT 1423 Olive 
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Robert L. Summers, who covers 

the Pacific Coast for Edwin Clapp 

& Son, Inc., and also the big cities 

in between New York and the 
Golden Gate 


“Bobbie”? Summers on 
Trip 

Robert L. Summers, who covers 
the Pacific Coast, and all the big 
cities from New York to the Golden 
Gate, for Edwin Clapp & Son, Inc., 
East Weymouth, Mass., was delayed 
a bit this season in starting his trip, 
because of a severe attack of influ- 
enza. 

“Bobby” is now on his way, how- 
ever, and intends to finish up in time 
to be home for the Boston Shoe and 
Leather Fair. , 


Thurston with Richards & 


Brennan 


C. A. Thurston of Richmond, Va., 
for the past three years buyer of 
men’s shoes for Meyer Greentree, 
also of Richmond, is now on his 
initial trip for Richards & Brennan 
Co. of Randolph, Mass. Mr. Thurs- 
ton will cover the South Atlantic 
States. Mr. Thurston has long 
specialized on the subject of “How 
to Sell More Men’s Fine Shoes.” 
Prior to his connection with Meyer 
Greentree he was for thirteen years 
in the men’s shoe department of F. 
W. Dabney & Co. of Richmond. C. 
A.’s many friends are congratulat- 
ing him on his new affiliation with 
the Brennan organization and are 
wishing him continued success. 

Said he in a recent interview: “I 
have always felt that I would like 
te sell shoes on the road and give to 
my merchant customers any sugges- 
tions which they might like on how 
to sell more pairs of men’s fine 
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shoes, as noted by me during my 
long merchandising experience. The 
Richards & Brennan Co.’s line is 
well known and well established and 
they sure do know how to make ’em 
right.” 


Harry Lynch on Trip 


Harry P. Lynch is “off and away” 
on a two months’ trip for Howard & 
Foster Co., Brockton, Mass. He is 
selling men’s fine shoes and after 
business hours, addressing various 
shoe traveler associations on the new 
group insurance plan of the N. S. T. 
A. Mr. Lynch is very familiar with 
this subject. His office is right 
alongside that of the National Sec- 
retary’s and within a stone’s throw 
of that of Vice-President Charles W. 
Morrill, chairman of the N. S. T. A. 





Harry P. Lynch, vice-president of 

the Boston Shoe Travelers’ Asso- 

ciation. He represents the How- 
ard & Foster Co., Brockton 


Insurance Committee. So, as Harry 
expresses it—‘‘We fairly eat, drink 
and sleep N. S. T. A. group insur- 
ance. 

Harry left “The Hub” on April 
10. His first stop was Washington. 
His itinerary also includes the fol- 
lowing cities— Cincinnati, Pitts- 
burgh, Columbus, Cleveland. He may 
visit other points “homeward 
bound,” addressing N. S. T. A. locals 
on the subject of insurance wherever 
possible. 


Frank E. Perkins Is Dead 


Frank E. Perkins of St. Louis is 
dead. For over a quarter of a cen- 
tury, he had covered Missouri for 
the Krippendorf-Dittman Co., Cin- 
cinnati. He passed away in his 
fifty-sixth year at his home in the 
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big St. Louis city on Sunday, March 
21. He was ill only a short time. , 

Mr. Perkins was known as one of 
the most successful and beloved 
salesmen on the road. He leaves 4 
wide circle of friends in the shoe 
trade to mourn his loss. 

A widow and daughter survive. 


A. B. Clark with Roth 


A. B. Clark, one of the best-known 
shoe travelers in the country, has re- 
cently made arrangements to repre- 
sent The Roth Shoe Mfg. Co. of Cin- 
cinnati. Mr. Clark will cover Great- 
er New York, New England, New 
Jersey, Philadelphia, Baltimore and 
Washington. 

In addition to selling the line, Mr. 
Clark is to work with the New York 
City designers and pattern makers 
in developing the styles for the line: 
The sales office and headquarters for 
the style work will be located in the 
Marbridge Building, 47 W. 34th 
Street, New York City. 


Will Sell and Style 


Mr. Clark has had wide experiencd 
in the development and directing of 
shoe style work. He was formerly 
connected with Morgan Grossman o 
Brooklyn, where he was an impor- 
tant factor in the successful develop- 
ment and handling of style work. He 
also formerly sold the A. E. Little 
Co.’s line. 

Mr. Clark has spent a great many 
years in studying and selling shoes 
and knows “the game” from “A. B:- 
C.” (of his name) to the X. Y. Z. of 
the alphabet—and this means all the 
way through. 





A. B. Clark, who represents The 

Roth Shoe Mfg. Co. of Cincinnati. 

In addition to selling, he will as- 
sist in styling the line 
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A Touch of Spring— 
With a Thought to Summer 


ow : 


Deauville Sandals 





made for 


ALL THE FAMILY 






Made for Stylish 
Men and Women. 
In Children’s Too 
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The Season’s Sensation! 
by the 


GOLO SLIPPER COMPANY 


129 Duane St., New York, N. Y. 803 Security Bldg., Chicago, Ill. 














Salesmen Wanted for 


BUCKHECHT BOOTS 
The Nationally-Advertised “High Tops” 


This. nationally-known sport and work boot is the world’s leader. Nationally 
advertised in the Saturday Evening Post and outing magazines. Made of the 
famous Indian-tan process leather (oil-in-the-leather) which originated in Cal- 
ifornia. Also has exclusive patented construction. 


We have good territories for salesmen open in middle West, South and Atlantic 
Coast states. Can be carried with non-conflicting lines. 


Write us for liberal proposition. to salesmen of good standing. State territory you cover, how 
frequently you “make” it, financial references, etc. This is a splendid side line that'll make money 


for you. 
Buckingham & Hecht 


Shoe Manufacturers since 1857 
SAN FRANCISCO, CALIFORNIA 
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Charles O. Miller, who represents 

The Peck Shoe Co. of Worcester, 

Mass., in Pennsylvania, Ohio and 
Michigan 


Miller with Peck 


Charles O. Miller of: Cleveland, 
Ohio, who recently represented the 
London Character Shoe Co. of 
Brockton (Montello), Mass., recent- 
ly made arrangements to represent 
the Peck Shoe Co. of Worcester, 
Mass. Mr. Miller will cover the Key- 
stone State, the Buckeye State, and 
Michigan territory with the Dr. 
Case shoe for men and women. 


Cahill Men on Road 


The Cahill Shoe Co.’s salesmen are 
now in their respective territories 
with a new line of “Cahill’s Catchy 
Creations.” This is the “line-up”: 

Charles Auer, Pennsylvania and 
West Virginia; B. W. McKeewn, 
Ohio; George Schuette, Indiana and 
Ohio; John Hach, Michigan and 
Florida; Robert Cahill, Chicago and 
Northwestern cities; T. P. Priddie, 
Texas; Harry Cahill, Oklahoma and 
Arkansas; H. F. Stevenson, Missis- 
sippi and Louisiana; J. G. Coleman, 
Florida, Georgia and Alabama; R. 
J. Patrick, North Carolina and South 
Carolina; W. W. Watkins, Kentucky 
and Tennessee; James Srail, Cleve- 
land; Tom Cahill, Eastern cities. 


Vollman-Lawrence Sales- 
Force Meets 


The Vollman-Lawrence Co. recent- 
ly closed their three-day, semi- 
annual sales convention with a ban- 
quet at one of the best hotels in Cin- 
cinnati. President George Vollman 
was in charge of the event. Sales 


Manager, Ray H. Mergers, assisted 
President Vollman. 


Salesmen_in- 
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spected the new lines in the making 
and discussed shoe fashions with the 
Vollman - Lawrence style creators. 
The following salesmen attended the 
big “get-together.” Assistant Sales- 
manager, and Pacific Coast represen- 
tative, William Harney; Bob White, 
who covers Ohio and Pennsylvania; 
Bob Gerwin, Oklahoma, Arkansas 
and Kansas; Cy Johnson, North and 
South Dakota, Wisconsin and Ne- 
braska; Marshall Stevens, Chicago; 
Chas. Strayer, Indiana and Illinois; 
William Straub, the South; R. F. 
Critchfield, North East states; sales- 
man Rudy, direct mail. Fred Berko- 
witz, city representative, New York, 
was unable to attend the convention. 


Moore Travels for Edmonds 


O. G. Moore travels for the Ed- 
monds Shoe Co. of Milwaukee. For 
the past three years he has covered 
Missouri and Kansas for this firm. 





& 
Foot Fitter 


Ambassador of 
Hansas 


He owes his success to the fact that 
he is a keen student on economics as 
this broad study relates to the men’s 
shoe business. Mr. Moore wrote to 
the RECORDER the other day, as fol- 
lows: 

“I find that merchants are not 
buying as they once did. They are 
buying in small quantities. This 
means that I call on them frequently. 
I also find that no matter what terri- 
tory a salesman covers, conditions 
are what you make them. It takes 
real work to accomplish anything in 
this day and age. 

“T consider that the outlook for re- 
tail shoe business in my territory 
this spring—in fact—for the whole 
year, is much better. This is due to 
the fact that men are going to wear 
a great variety of colors and weights. 
I am very sure that the recent 
heavy snows which have covered my 
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territory have taught the men of that 
section that it takes several pairs 
of shoes to carry them through a 
season. I believe that 1926 will un- 
doubtedly be a big year.” 

Mr. Moore’s headquarters are at 
the Hotel Throop, Topeka, Kan. 


Oakman with Norman & 
Bennett 


W. M. Oakman, honorary presi- 
dent of the N. S. T. A., and one of 
the best known shoe travelers in the 
country, has joined the salesforce of 
Norman & Bennett. “Oakey” will 
cover a territory which he has 
“made” for a long time and in which 
he has a host of friends among the 
retail shoe merchants—from Cleve- 
land to the Pacific Coast, “all up and 
down the line.” He previously trav- 
eled for the F. M. Hoyt Shoe Co. of 
Manchester, N. H., and before that 
for many years for the Pels Co. 

In his new connection, he again 
returns to his “old love’—sports’ 
shoes for men and women. 


Arthur Stern with B. E. Cole 


Arthur C. Stern has recently be- 
come sales manager for B. E. Cole 
& Co., Inc., Haverhill, Mass. Mr. 
Stern was formerly sales manager 
for the Joseph M. Herman Shoe Co. 
and prior to that was with Al A. 
Rosenbush Co. 


Edwin Clapp & Son, Inc., East 
Weymouth, Mass., have started on 
the new run. Orders received from 
salesmen are well in advance of those 
of the past season and of the corre- 
sponding season of 1925. 





Tom Daly, who covers Chicago 
and nearby territory for Upham 
Bros. Shoe Co., Stoughton, Mass. 
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THREE VICI COLORS 
Parchemin 
Cream 
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TWO VICI COLORS 


Bois de Rose 
Apricot 


30% 


THE ROSEWOOD RANGE 


CARAMEL AND 







THE GREY RANGE 
ONE VICI COLOR 


Crystal 


15% 









‘True now! 


N DECEMBER, the “VICI Color 

Card for Spring and Early Sum- 

mer” featured three color ranges— 
Blonde, Rosewood, and Grey. 


The chart reproduced above shows 
that actual sales have been in 
direct proportion to the emphasis 
the VICI Color Card placed upon 
these three ranges: 

In Blonde,3 shades werefea- 
tured—Parchemin, Cream, 
Sudan. 50% of VICI color 
business this Spring has 
been on these shades. 


In Rosewood, 2 shades were 





featured — Apricot and Bois de 
Rose. 30% of the business has been 
on these shades. 


In Grey, 1 shade was shown — 
Crystal. 15% of the business done 
has been on this shade. 


These facts demonstrate that the 
VICI Color Card featured au- 
thentic colors in accurate 
relation to the demand 
that has developed — one 
more reason why a steadily 
increasing proportion of 
the kid leather business is 
being accorded to VICI. 


ROBERT H. FOERDERER, Inc. 
PHILADELPHIA 
Selling agencies in all parts of the world 


~ VICI kid 


REG. U.S. PAT. OFF. 


When writing to advertisers please mention Boot ann SHOR RECORDER 


STAPLE BROWNS 


This chart shows colordemand 
for ed and 
as indicated by 








rn <@ & ry te 


— py 


amt w es oo 














April 17, 1926 


Powell Sells Carter’s 

Kangaroos Only 
H. A. Powell represents the J. W. 
Carter Shoe Co.’s line in Colorado, 
Wyoming, New Mexico, Arizona, and 
El Paso, Tex. In the March 27 is- 
sue, in this department, we incor- 
rectly stated that “he is with the 
Joseph P, Dunn Shoe & Leather Co.” 
We correctly stated that he sold 
Carter’s Kangaroos. Mr. Powell 
does not represent the Joseph P. 
Dunn Shoe & Leather Co. He rep- 
resents only the J. W. Carter Shoe 

Company of Nashville, Tenn. 





Jack Preager on Trip 


“Jack” Preager, who covers the 
Middle West for Degen-Lipp, Inc., 
is on a trip through his territory 
Mr. Preager reports that his trade 
likes the new high heels and colors 
and that he expects some nice busi- 
ness in this direction this season. 


Benton with Portage 


Charlie Benton, who for thirteen 
years has sold the Ralston line in 
New Jersey, Delaware, Maryland 
and Eastern Pennsylvania territory, 
will this season carry the Portage 
Shoe Mfg. Co.’s line of popularly 
priced young men’s young-mannish- 
looking shoes. 

“Charlie” feels that the Portage 
line of young men’s shoes, popularly 
priced, will enable him to satisfac- 
torily serve the interests of his 
many friends in the territory, espe- 
cially since virtually every style he 
offers is on the floor in widths. 


“Charlie” will maintain a permanent 
sample room at 300 Market Street, 
Philadelphia. 



































Charlie Benton, who covers New 
Jersey, Delaware, Maryland and 
Eastern Pennsylvania for the 
Portage Shoe Mfg. Co. 
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Roth Shoe Co. Salesmen Meet 





The go-getter sales staff of the Roth Shoe Manufacturing Company, Cin- 
cinnati, at the salesmen’s convention at the company’s plant, March 30 'to 
April 2 


The Roth Shoe Manufacturing 
Company held its salesmen’s conven- 
tion at the factory from March 30 
to April 2. Meetings, which were 
held daily, culminated in a dinner at 
the Business Men’s Club, where the 
men were addressed by L. S. Roth, 
J. L. Roth, Jay Jaffee and Fred H. 
Roth. The men left for their respec- 
tive territory the night of April 2 
with their new line of samples. 

The company is convinced that the 
biggest selling shoe for fall will be 
the southern tie and salesmen who 


are now on the road have a complete 


Harsh & Chapline Hold 
Sales ‘“‘Meet”’ 


Members of the sales force of the 
Harsh & Chapline Shoe Co. assem- 
bled in Milwaukee to attend the 
semi-annual sales conference the 
week of March 29. The meeting 
was held at the Milwaukee Athletic 
Club, where a complete new line of 
samples was displayed to the men. 

“In addition to a complete.line of 
Lion Brand shoes for work and out- 
door wear, the Harsh & Chapline 
Shoe Co. now has one of the leading 
lines in $5 at retail sellers and alsoa 
splendid brand new calfskin line to 
retail at $6—the Chapline Line— 
made in Milwaukee. The line to re- 
tail at $5 is made of kip leather, 
tanned in the Harsh & Chapline 
Shoe Co. tannery; the calfskin line 
is made of Reuping’s calf,” said one 
enthusiastic salesman to a RECORDER 
representative. 

And never before have the mem- 
bers of the sales force displayed as 
much enthusiasm as was shown at 
this meeting. “The outlook is very 


showing of this type of footwear 
with them. In this display there are 
several new lasts and newest style 
patterns. Each salesman has with 
him a card reading as follows: 


“The One Safe Bet for Fall 


“Our southern ties are sweeping 
the country and can not be ap- 
proached in value in any competi- 
tive line. Buy them now to be 
shipped in July. You will sell them 
out and will reorder in September. 
You will get a quick turnover and a 
quick turnover means a big profit.” 


favorable,” say all the Harsh & 
Chapline men. 

Snappy new patterns include a 
number of sport shoes. Blondes are 
featured in the new line. 

Officials as well as salesmen gave 
short talks on various subjects. 

The conference closed with a ban- 
quet Thursday night, April 1. All 
the salesmen are now in their terri- 


tories. 


Godman Holds Sales- 
men’s Get-Together 


The H. C. Godman Co. recently 
held its semi-annual sales conference 
at Columbus. This company has 
nine factories, located in Columbus 
and Lancaster, Ohio. Sales Manager 
J. Elmer Jones was in charge of the 
convention. Mr. Jones reported that 
many new lines had been added, in- 
cluding women’s covered heels and 
boys’, youths’ and little gent’s welt 
shoes. New styles for the coming 
season were discussed. Ninety-four 
shoe travelers were in attendance. 
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USKIDE Soles and “U.S.” Spring-Step Heels are products of the World’s 
Largest Growers and Manufacturers of Rubber and its Sasa 





We Recomeny naan SoLeD SHOES | a 
Heavy eee ————y 





Now is the Time to Feature 
Shoes with USKIDE Soles 


IGHT now is the time to let the hard 

workers and hard walkers of your com- 

munity know that you carry shoes with 
USKIDE Soles. 


All over the country, USKIDE is being 
advertised in the newspapers. People are 
being told in a vigorous campaign about “the 
Wonder Sole for Wear.” 


Feature USKIDE Soled shoes in your win- 
dow. Show them to your customers. You 
will soon find men coming from all directions 
to the store that gives the greater service 
of USKIDE. 


These men who are hard on shoes are 
always looking for shoes that will last longer 
and give more comfort. It pays to please 
them, for they spend the most money for 
shoes. They like USKIDE Soles because they 
are comfortable, healthful, waterproof and 
give long service. 


And don’t overlook this—“U. S.” Spring- 
Step Rubber Heels are more popular today 
than ever. Everybody is talking about the 
heel that is made with “Sprayed Rubber” — 
that famous United States Rubber Company 
invention—the purest, toughest, most uniform 
rubber known. Such comfort! Such wear! 


United States Rubber Company 
1790 Broadway, New York 


Sole and Heel Stocks in our following branches: 


New Orleans 


Chicago 
nd, Ore. 


Boston 


New York 
Los Angeles 


*Cincinnati St. Louis Pittsburgh 


San Francisco 


* Stock for shoe manufacturers only 


Specify Shoes Equipped with 


USKIDE Soles ana SPRING-STE 


Rubber “STE 
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Bathing Shoes Match the New 
(ay Beach Costumes 


Popular in the Palm Beach Mode—Order ’Em Early 


” AY Down South in Dixie,” 
W where the summer styles 
of each successive season 
originate, bathing shoes figured 
prominently in the mode the past 
winter. They matched the “smart” 
beach costume, composed of suit 
and coat. Sometimes the white rub- 
berized silk raincoat appeared in the 
Palm Beach bathing apparel, with 
white or in combination with col- 
ored bathing shoes. The bathing 
suit oft noted on “the American 
Riviera” of 1926 was of print, or 
black taffeta, or satin, or the popular 
jersey. The beach coat was an im- 
portant part of the ensemble. Men 
and women alike wore the mannish, 
double-breasted coats of striped 
flannel, with bathing shoes of a color 
to match the predominating shade in 
the stripe. The white terry cloth 
coat was also popular with both 
sexes, and white bathing shoes with 
a “dash” of any color in the rainbow 
were much in evidence. Novelties 
in bathing shoes oft matched the 
combination beach bag and parasol 
and the rubber-doll life preserver 
and rubber cap. 


F the retail shoe merchant wishes 
to sell “more pairs” this summer 
season, through the attractive appeal 
of bathing shoes, he should, first of 
all, place his orders .on the new 
styles early. It is reported that 
there was a shortage of the wanted 
styles in bathing shoes last year, be- 
cause they were not ordered in ad- 
vance. “Order in advance” is the 
slogan of the rubber shoe makers. 


HERE is such a variety of prod- 

uct to be put through “the 
works” of the rubber shoe plant that 
careful planning ahead must be 
made by the makers. An entire 
“shifting of scenes” is necessary for 
the manufacture of each different 
item of footwear protection. 





LITTLE ahead of the summer 
season in the North and just 


before the height of the fashionable 
season in tropical climes, it is a good 
idea to have a special bathing shoe 
window. 


If the window is large 


enough, a beach scene background 
may be used to good advantage. 
This can be obtained inexpensively 
from some window decorating house. 
A clever artist can accomplish real- 
istic effects. Sometimes an ordinary 
picture, which the merchant might 
have at home, could be arranged to 
give a touch of realism. If the shoe 
merchant can get a nearby apparel 
merchant to loan him a fashionably 
dressed wax figure bathing model, 
which he could “shoe,” this would be 
a decided attraction. The rubber 
shoe house with which the retail 








































Here are two new fashionably dressed young ladies who recently 


shoe merchant places his orders can 
always give window decorative 
ideas. 


BOUT two weeks before a special 
bathing shoe window is ar- 
ranged—and this should appear 
early in the summer season—a letter 
to the folks in your community tell- 
ing them that your store is head- 
quarters for the new bathing shoes, 
to match the latest in bathing caps 
and the rest of the new bathing ap- 
parel, would make a good “selling 
talk tie-up” to the trim and shoes. 















appeared at Palm Beach. Note that the fair mermaids are carrying 
the gaily colored combination beach bag and parasol and the new 


rubber doll novelty. 


Note the bright rubber cap, print cape and 


bathing shoes to match. The dolls which the young women carry are 
of the pneumatic variety and besides being unique toys have prac- 


tical use as life preservers. 


Photo by Underwood & Underwood 
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In Stock | 


“Eubar” _ , in the Newest 
“Clare” ene bigs Spring Leathers 


“Speed” y # and Colors 


B-589—Parchment Calf...... 
B-560—Patent 
B-579—White Calf 
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Send for 
-588— : In Stock 
. Paes Se, B-542—Pearl Gray Kid, 19/8 


19/8 Heel : 
B-$86—Pearl Gray Kid, Catalog 


7. 
B-568—White Kid, 19/8 Heel... 5.00 B-573—Black Satin, 20/8 Heel.. 4.75 
Wire Your Order—Today. 
The MENIHAN COMPANY 


SHOEMAKERS FOR WOMEN 


Rochester, N. Y., U. S. A. 











New Yerk Office: 612 Marbridge Bldg. Oakland, Cal., Office: 424 Bellview Ave. 
B. W. MOYLAN H. S. KUSHINS 


Chicago Office: Majestic Hotel Los Angeles Office, 107 East Sth St. 
F. J. SATEK E. M. HOLLANDER 








¢easpmensenecylie meneame ye te nga Snyper 


Makers of Menthan Arch-Aid 
Write for Agency Proposition 
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Goodyear Rubber Company Elects Officers 


AKRON, OHIO.—P. W. Litchfield, 
formerly vice-president of the Good- 
year Tire & Rubber Co., was recently 
elected president of that organiza- 
tion; Frank K. Espenhain was 
elected first vice-president. Three 
new vice-presidents were elected, as 
follows: C. F. Stone, formerly as- 
sistant secretary; C. C. Slusser, who 
has been factory staff manager, and 
who will have general supervision 
over production, and C. A. Stillman, 
who has been secretary since 1921; 
P. H. Hart continues as treasurer of 
the company; W. D. Shilts, who has 
been with Goodyear for twenty years 
in sales and administrative capaci- 
ties, becomes secretary of the com- 
pany. 

President Litchfield is known as 
the man who “made” the Goodyear 
Wingfoot heel.- He was born in Bos- 
ton in 1875 and is a graduate of the 
Massachusetts Institute of Tech- 
nology. He joined the Goodyear 
Company twenty-five years ago last 
July. He succeeds the late George 
M. Stadelman, who died January 22. 
Frank K. Espenhain, the new first 


P. W. Litchfield, recently elected 


President of The Goodyear Tire 
& Rubber Co., Akron, Ohio 


vice-president, joined Goodyear five 
years ago as export manager, later 
becoming an assistant to the presi- 
dent, and then vice-president. 





Houston Merchants Put 
Over Big Publicity 
Stunt 


Seventeen retail shoe merchants 
of Houston, Texas, recently co- 
operated to put over a shoe style 
section in their daily newspaper 
which is unique in the annals of re- 
tail shoe merchandising. The paper 
chosen was the Houston Chronicle. 
In all six pages were used for 
straight advertising and clever edi- 
torial treatment. In space used, 544 


column inches were paid advertising 
while the balance was used to carry 
general shoe style messages which 
were of real value and did not smack 
at all of free advertising as no 
names, other than a listing of the 
cooperators, was mentioned. 

The firms participating in this 
unusual venture were Krupp and 
Tuffly, Hammersmith’s, Buckley 
Shoe Store, Walk-Over Shoe Store, 
Florsheim Shoe Store, Sakowitz 
Brothers, W. C. Munn Company, 
Cantilever Shoe Store, Levy Bros. 
Drygoods Company, Harris-Hahlo 
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Company, Foley Bros. Drygoods 
Company, Everett-Buelow Com- 
pany, Paul’s Shoe Store, Columbia 
Drygoods Company, Ladin’s, Dolla- 
hite-Levy Company and Mrs. C. 
Shepherd. 

Some of the headlines used in the 
editorial columns are illuminating as 
showing what class of news the 
papers will use. Here are a few of 
them: 

“Strap Novelties’ for Footwear 
Are in Vogue”; “Jewelled Buckles 
Enhance Slippers”; “Slippers Are 
In Demand By Public’; “Spring 
Bring’s Men’s Interest Up In Foot- 
wear”; “Fancy Colored Lace Tips 
Are Proving Popular”; “Dancing Is 
Big Help to Feet”; “Wide Range of 
Footwear for Children Shown”; 
“Hosiery Demand Steadily Grows”; 
“Popularity .of High Heels Now 
General”; “Colored Shoes Are To 
Be In Great Demand;” “Active Men 
Favoring Brogues”; “Outdoor Girl 
May Be Trimly Shod This Year”; 
“Fancy Garters Being Shown in 
Wide Variety”; “Thrill Found in 
Shopping About for Accessories”; 
“Gowns Being Matched With New 
Footwear.” 


Nettleton Company Has 
Big Increase 


Henry W. Cook, president of the 
A. E. Nettleton’ Co. of Syracuse, 
N. Y., reports that sales from the 
Nettleton in-stock department dur- 
ing the first three months of 1926 
were double those during the same 
period of last year—a 100 per cent 
increase. “It looks very much,” 
comments Mr. Cook, “as though fine 
shoes generally were coming into 
their own and proving more helpful 
in building volume and profit.” 


Twelve Ways of Building Up 
Your Mailing List 


neyed letter will not get far. The 
“clever” idea in advertising has been 
overdone. If the dealer has some- 
thing worth while to tell a possible 
customer, he should tell it in a 
natural, interesting fashion, and let 
it go at that. 

Undoubtedly some dealers think 
that direct mail advertising is all 
right but they “haven’t the time for 
it.” Just how long would it take to 


[CONTINUED FROM PAGE 57 | 


write ten or a dozen letters each 
day? Or if the letter is run off on 
a duplicating machine, how long 
would it take to sign it and prepare 
it for the mails? A trial will tell 
the story. 

This story on direct mail adver- 
tising is not written in disparage- 
ment of other forms of advertising. 
Some stores can wisely use many 
forms, some a few, and some one or 


two. Each store should take into 
account the particular conditions 
under which it operates and choose 
its advertising media accordingly. 
Where more than one medium is 
used, effort should be made to see 
that they are in tune. It is again 


_a case of studying the market, find- 


ing out what this market wants, get- 
ting what they want, and then tell- 
ing them about it. 





oe — - peereee 
FLOP RR Bencss eimai eeoel anaes, : <> 
ti ee 


The 


Leader 
a 
Wonderful 


Line 





BOOT AND SHOE 




















1200 p 


have learned that there are real profits in 
featuring Wall Shoes. 
Wall display and advertising service are 
bringing buyers to their stores. Wall styles 


are making first sales. 
wearing qualities are holding customers. 


It will pay you to ask us right now about— 


we are offering dealers—the sales possi- 








~. the unusual advantages 
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*“Beau Brummel’’ 


SUMMER WEIGHT 


Foremost of all the new light 
weight shoes designed to meet the 
latest fashion dictates. Superbly 
modeled of finest leathers for 
record-breaking popularity. 






More than 


bilities of Wall Summer Weights—the Wall Dealer Service— 
the efficient Wall “In Stock” Department for immediate deliveries. 


Address WALL-STREETER SHOE CO. North Adams, Mass. 


Manufacturers of 
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Brighter Weather Brings Better 
Trade to Shoe Merchants 


Patent Leather Demand Reviving 


BOSTON 


L 





White Shoes Begin to Sell 


The sunshine and warmer weath- 
yr of the last two days of the past 
k made women folks think of 
mite shoes. White kid straps, with 
new high heel, were the big- 
vest sellers. In this connection, it 
is interesting to note that the sales- 
an for one of the leading kid 
ather houses in the country stated 
ecently that it has looked for some 
“ime as if shoe manufacturers had 
feally made up their minds that 
white kid bid fair to be a good 
seller for late sprtng and early 
summer. / 

In addition to ,moving white 
shoes, the sunshine “snapped” up 
business, with the result that mer- 
chants generally felt much happier 
on Saturday evening than they did 
during the first half of the week. 


With “Check” Cloth Vamp 


At C. F. Hovey’s shoe depart- 
ment Buyer Chas. C. Ferrers is dis- 
playing his stock to good advan- 
tage. Among the new numbers is 
a strap with vamp in the new “sat- 
iny” check cloth of sauterne and 
parchment, with parchment kid 
quarter; the instep strap comes out 
from the vamp “broadly,” narrow- 
ing to the ankle strap; there are 
dainty trimmings of baby alligator; 
the heel is the new 19/8 spike. 
There are interesting effects in 
Theo ties, with 18/8 and 19/8 heels; 
a parchment kid Theo with brown 
lizard trim was further ornament- 
ed with dainty sik grosgrain ribbon, 
with shiny wooden balls at the end. 
Mr. Ferrers states that the light 
shades of brown—from parchments 
to rugby tan—lead; that a few 
whites have begun to sell; that 
grays are fair. He attended the 
New York Style Conference this 
week and brought back from New 
York some brand new numbers. 

Men’s Style Show 
in window. fea- 


An innovation 


tures was put on by Leopold Morse 
& Co. on Wednesday and Friday of 
last week at its big Summer Street 
store. This store, in addition to 
its extensive clothing departments 
for men and boys, features men’s 
shoes. Two men models paraded in 
the windows for two hours on each 
of the above mentioned days show- 
ing apparel for every occasion. 
There were four sport numbers, 
who walked on the “grassy” floor 
of the window in four different 
styles of sport shoes. Large 
crowds were attracted. The week 
before Easter came the style show, 
including the featuring of boys’ 
shoes, and was put on at the Adams 
Square Store, where James M. 
Foley is shoe buyer. Both style 
shows were featured under the su- 
pervision of window trimmer Frank 
McCann. 


Closing Out Sale 


Siegel & Siegel, who have oper- 
ated a shoe department in the Sum- 
mer Street store of Kornfeld for 
about a year and a half, have been 
conducting a closing out sale of 
their shoes. Kornfeld, a millinery 
house for 30 or more years in busi- 
ness in this city, has been experi- 
encing financial difficulties, and de- 
cided to go out of business. Siegel 
& Siegel leased the space for the 
shoe department and owned the 
stock. If Siegel & Siegel can make 
arrangements with the new occu- 
pants of the store they will con- 
tinue the shoe department there. 
They are at present undecided as 
to their future procedure. However, 
with “Going Out of Business Signs” 
all over the front of Kornfeld’s it 
was logical that the shoe depart- 
ment should “follow suit.” 


Morgan With Pedemode 


W. H. Morgan, formerly with 
Thayer McNeil Co., and formerly 
manager for the A. E. Nettleton’s 
New Haven store, has recently 
joined the retail shoe sales force 
of the new Pedemode Shop at 360 
Boylston Street. 


Wilbar Associates’ Dance 


The second minstrel show and 
dance given by the Wilbar Associ- 
ates was held at Whitney Hall, 
Brookline, on Tuesday evening, 
April 18. There was a large at- 
tendance of customers of the store 
and members of the trade. The 
popular window trimmer of the 
Wilbar’s store, Buyer “Hy” Blue- 
stein; was interlocutor. 


Pattern Maker Instructs Class 


In the course of a recent interest- 
ing talk before the Continuation 
Class of the New England Shoe and 
Leather Association, L. Caywood 
Clem, of the Dunbar Pattern Co., 
Brockton and Boston, gave some in- 
structive “inside information” re- 
garding the designing of modern 
shoe patterns. 

The company which Mr. Clem 
represents maintains a staff of 
about 35 expert designers and dur- 
ing the average eight-hour working 
day a new shoe design is produced 
every 15 minutes. 


i CINCINNATI 
Business Improves 


The weather for the last week 
has been of a milder and spring- 
like type, consequently an increase 
in business in the Cincinnati dis- 
trict has been noticeable. A cooler 
tinge to the weather experienced 
during the middle of the week, how- 
ever, had no marked effect on busi- 
ness. 








Patent Demand Large 


Merchants throughout the city 
generally agree that business is on 
the pick-up at this time. Extreme 
broad toes and moderate shades of 
tan in men’s shoes still hold sway. 
As to shoes for women, it has been 
pointed out that the sales of patent 
leather shoes have been on a steady 
increase until at this time there is 
a demand for them as large as the 
demand for colored kids, which are 
still going strong. The call for 


[CONTINUED ON PAGE 85] 
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The Maximus Finish 


WE have often told you of the 
fine elastic coating we apply 
to MAXIMUS—so balanced that 
it gives exactly with the natural 
stretch of the hide. 


This finish must not only be exactly 
mixed—it must also be kept at an 
exact heat. 


One man only has personal charge 
of this most important MAXI- 
MUS factor. He is the superin- 
tendent. 


Judge for yourself how heavily this 
counts in upholding the uniformity 
of MAXIMUS. 


John R. Evans & Company 


Camden - 


New Jersey 


Branches in all Principal Shoe Centers 


IMUS 


; tandardize on , 
Evans Brands 
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Positively More Profit! 


When You Have 


The Cahill Carton cans 


‘The Carton that Opens in the Front’’ 


THE GREATEST TIME AND MONEY 
SAVER IN SHOE MERCHANDISING 



















Your overhead expense is pvsitively reduced— 

The appearance of your store is vastly im- 
proved— 

Selling is decidedly ier and quick 

Stock control and sizing-up become simple— 

Storekeeping reduced to the minimum— 


le 












It locks! You never spill the contents— A much better grade of material in the Cahill 
Stays on the shelf until thrown away or returned Carton, yet— 

for credit— Cheaper than the old style carton, because 
Never gets on the floor or seats— Entirely made by machines at great speed and 


low labor cost— 
The label design is printed on the carton— 
Much time saved in packing by the manufac- 


Much stronger—does not break at the edges— 
No bulging or broken lids— 


Dusting practically eliminated— turer— 
Contents can be removed just as easily when Considerable saving in storage space— 
Cahill Cartons are stacked— Returnable by the retailer to the shoe manufac- 
Makes unnecessary the expensive one-box shelf— turer or to us for credit— 
Only one shoe is wrapped in tissue— A special container being supplied for this pur- 
é a i 3 pose— 
Tissue entirely eliminated in permanent stock ‘ ‘ 
cartons— Shipped flat at lowest freight rates. 





A REAL NECESSITY FOR YOU! REQUEST YOUR SHOE MANUFACTURERS: 
“SHIP MY SHOES IN CAHILL CARTONS”’— 
COLORS FOR PROMPT DELIVERY—WHITE GLAZE AND MIST GREY— 
SAMPLES ON REQUEST 


Prices on quantities less than five thousand of one size, including two cards (for slots 
on lid) for every carton. Printing included on five thousand or more of a size. 


Size 1 Men’s Cartons—Size 13 x 16% x 4, per thousand..............seeeeees $35.00 
Size 2 Women’s Cartons—Size 12% x 5% x 3%, per thousand................ 29.00 
Size 3 Misses’ Cartons—Size 10 x 5 x 3%, per thousand.................0006. 18.00 
Size 4 Infants’ Cartons—Size 7 x 4% x 2%, per thousand.................... 12.00 


Terms 2% 10 days, 30 days net—F. O. B. Factory; Shipped Flat on Lowest Freight 
Rates. For Prices on Special Sizes and Colors, send specifications and quantity needed. 


PRICE LISTS TO SHOE MANUFACTURERS ON REQUEST—PLEASE STATE 
QUANTITY USED 


Note: The Cahill Carton is fully covered by letters patent and by patents pending. 
They cannot be made, used or sold except by license from the patentee. Carton and 
shoe manufacturers interested in obtaining rights to manufacture, write or wire for 
complete information. 


Cahill Carton Company 
Hoffer Street, Harrisburg, Pa. 
“MORE SALES PER HOUR WITH CAHILL CARTONS” 
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shoes trimmed in lizard skins and 
snake skins is becoming greater and 
greater, showing their popularity 
to be on the increase. 

Fancy laces for both men’s and 
women’s shoes are coming rapidly 
forward and seem to be looked 
upon with favor by the buying pub- 
lic. Strap shoes are having the big- 
gest play in the women’s end of the 
business. 


Larger Volume 


R. Geisting, manager of the 
Bostonian Shoe Shop, says of busi- 
ness: “Our business has had a fair 
increase in spite of the weather 
during the month of March. In 
fact, business this past. March as 
compared with that of- March a 
year ago, increased considerably.” 

Mr. Geisting continued: “Seven- 
ty-five per cent of our sales have 
been of extreme broad toes. Con- 
trary to belief, shoes in light tan 
color have enjoyed quite a run in 
the early part of the month.” Mr. 
B. H. Orr of Potters bears Mr. 
Geisting out in saying: “Balloon 
toed shoes in blond calf skin and 
light shades of tan are going big.” 
He also reported business to be 
very good. 

W. Loglen, manager of the shoe 
department of the Smith-Kasson 
Co., says of women’s shoes: “Spike 
heel oxfords are going very good 
and there are many lizard trimmed 
and snake skin shoes sold.” 

H. Spiegel, manager of Irwin’s 
shoe department, predicts a tre- 
mendous sale in light colored shoes 
in the next thirty days. 

At Irwin’s the anklette or tie is 
fast coming to the front. It is be- 
ing shown in blond kid, parchment 
kid’and patent leather with reptile 
trimmings. This shoe appears to 
be selling only with a three-inch 
heel. 

The Smith-Kasson Co. is featur- 
ing a white kid, French,.shoe with 
a green, alligator skin, wide strap, 
forming a V-shape point down the 
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G. A. Stovall, 
president and 
manager of the 
Model Shoe Shop, 
Brownsville, Tea. 


The above pictures show the front and interior view of the new home of 
the Model Shoe Shop of Brownsville, Texas, of which G. A. Stovall is 


president and manager. 


The business was established in 1919. At that 


time only one-half of a small store was needed but the business, backed 
by high quality merchandise and service, grew so fast that larger quar- 
ters were taken in 1921 and again in 1924. Men’s lines carried are Net- 
tletons and Bostonians. Women’s lines are Wichert’s turns, Holter’s 


McKays and Selby’s Arch Preservers. 


Shaft Pierce shoes are carried 


for children; and Everwear hosiery—as nearly perfectly balanced a 


stock as can be found on the continent. 


Mr. Stovall was a traveling 


salesman for twenty-seven years 





city the Wednesday preceding 
Easter. 


City traffic was well nigh para- 


heel, which also is trimmed—in--lyzed for two days and Friday and 


green alligator skin. 
carries on the outside of the foot 
a silver and white enameled buckle. 





CHICAGO | 


Weather Hurt Easter Trade 





Chicago’s Easter business was 


anything but heavy with streets 
filled with slush and curbs piled 
high with snow as the result of a 
two-day blizzard that swept the 





The strap- Saturday were stormy and cold— 


net at all the kind of weather that 
encourages the women folk to buy 
pastel shaded kid slippers or any 
other kind of dainty footwear. 

It did serve, however, to clean 
out almost every pair of goloshes 
and rubbers on hand and hurry 
calls were made on local wholesal- 
ers until they, too, had little left in 
rubber footwear. Many a pair of 
goloshes that owners had figured 
were “good enuf” went into the dis- 
card and new ones were bought to 
take their places, so it was an ill 


wind that served many merchants 
well. 

Nevertheless, it left many an 
overstock of footwear among Chi- 
cago’s shoe dealers and cut down 
the estimated March business by 
censiderable and this was particu- 
larly true among outlying stores. 


Patent Leather Leads 


While the grays and the biscuit 
shades of blond tans are featured 
and are popular to a varying extent, 
depending on the store—the bulk 
of the sales are still in patent leath- 
ers and some black calf. The five- 
eyelet oxford and the Tuxedo ties— 
a wide strap slipper with a ribbon 
tie instead of a buckle are the 
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Highest Quality Aniline Colors Glazed Lustre 
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PARCHMENT No. 242 
THE SHADE FOR STYLISH SHOES 
Prompt Delivery 


AMERICAN HIDE & LEATHER COMPANY 


Offices and Stores 
BOSTON NEW YORK CHICAGO ST. LOUIS CINCINNATI 


AMERICAN HIDE & LEATHER COMPANY, Ltd. 
Northampton and Leicester, England; Paris, France 


’ Calf, Kid and Side Upper Leather Tanneries 
Lowell Peabody Woburn Chicago Sheboygan Baliston Spa 
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smarter styles having the most 
favor now. 

Judging from local advertising— 
Chicago’s shoedom is backing the 
strap slipper against the field. 
Right now interest among the buy- 
ers centers on the 20/8 spike heeled 
cut-out quarter strap slipper with 
and without the strap over the in- 
step and a high quartered Cleo type 
slipper of the same pattern without 
the cut-out quarter. There is 
nothing new in the pattern—the 
style was popular a year ago, but 
the extreme cut-out at the shank 
made them anything but good fit- 
ters and their reign was brief. 


Reptile Leathers 


Reptile trims and in some cases 
an all-over reptile pattern are also 
among the high lignts of fashion, 
but the big “play” still remains on 
grays and blond shades in single 
colors and some two-toned combina- 
tions of gray and blond with con- 
trasting browns of reptile leather. 

Basing their hopes on last year’s 
splendid season, merchants are 
looking forward to a good white 
season and the new shoes that are 
arriving for early showing are 
trimmed in almost every conceiv- 
able way with reptile leathers pre- 
dominating. Past experience is 
against white footwear trimmed 
with any sort of colored leathers 
except in rare instances, and the 
bulk of the styles on display are 
plain leathers in some of the dainty 
strap patterns now in vogue. 


Men’s Trade in Rut 


The men’s business still trudges 
along in a rut. Merchants seem at 
a loss to answer the question of 
“what is the matter”’—a lethargy 
seems to have settled down and 
nothing breaks it. A few sun- 
shiny days two weeks ago “pepped” 
things up a bit, but it was short 
lived. With light tans the pre- 
dominating feature, however, it’s 
pretty hard to get the practical 
male to indulge in leathers that are 
doomed to become unsightly before 
a month has elapsed and probably 
men are holding off for dry foot- 
ing before they step out in light 
tans and blond footwear. . 









Easter Business Poor 


Easter has come and gone with 
its promise unfulfilled. Instead of 
bright skies and warm zephyrs the 
weather man sent a blizzard. It 
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was, as one shoe merchant fittingiy 
named it, a tragedy for business 
men. Stores were prepared to do 
business with large stocks of mer- 
chandise, extra salesmen were on 
duty, but the snow began to fall and 
continued to fall throughout the 
entire day, turning to slush under- 
foot. Golosh weather out of season! 

Small dealers in the outlying sec- 
tions were the worst sufferers be- 
cause Easter business meant so 
much to them. Many had given 
checks dated ahead with the expec- 
tation that the Easter sales would 
take care of the funds to pay the.r 
bills. 

Gloom pervaded some of the 
larger stores. One of the manag- 
ers at R. H. Fyfe & Co.’s big 10- 
story store said: “Mr. Fyfe was the 
only man around the store on Sat- 
urday with a smile, the rest of us 
were down in the mouth.” The 
same thing was said about Mr. 
Burns, at A. E. Burns Co.’s store. 
While a great deal of disappoint- 
ment was expressed on all hands 
about the results of the Easter bus- 
iness, the merchants are generally 
optimistic and expect that business 
will open with a rush as soon as 
suitable weather is provided. 

The month of March was charac- 
terized by spotty periods, but as a 
general rule it was far better than 
February from a business point of 
view. The children’s departments 
report brisk selling for the month. 
At Fyfe’s Clyde K. Taylor, man- 
ager of the children’s department, 
reports that the business in chil- 
dren’s lines is largely done on 
fancy leathers, lizard, alligator and 






















Even with heating pipes expos 
home-like and even luxurious. 
Titche-Goetlinger Co. 
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reptile leathers having a splendid 
run. Growing girls’ and misses’ 
sport oxfords were also piling. up Z 
sales. It almost looks as if the un- 
favorable weather had _ boosted 
sales in the children’s and larger 
boys’ and girls’ departments. 


Light Colors Approved 


Light colors are receiving the 
approval of early customers. Grays, 
at first the apparent popular color, 
have lost ground and the blond 
shades have taken a stronger hold. 
From the first reports buyers and 
merchants looked upon colors as 
good for a short run, but now many 
are predicting a long run of light 
colors, some believing they may 
harm the sale of whites. One mer- 
chant said: “It begins to look as 
if colors are going to sell during 
the summer season-and that black 
patent leather is due for a long 
slump.” Others are equally sure 
that black patent will resume its 
favorable place in sales at an early 
date. 

























Sports Lines Good 


The early sales of sports lines 
for southern wear was fully up to 
expectations, but due to the 
weather local fans are not bother- 
ing much with these lines at pres- 
ent. A good business in these lines 
is looked for and merchants are 
displaying them in a more favora- 
ble light than in former years. At 
Fyfe’s the fifth floor is given over 
to a golf school which has had a 
steady run to capacity, and it is 
believed here that the biggest golf 
shoe season is just ahead. Sports 



















ed, this interior has been. made 
It is the French Bootery in the i 
store in Dallas, Texas 
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“DOUGLAS FAIRBANKS IN ROBIN HOOD’ 





We Gan Send Doug Fairbanks to Your Town 


Sensational results have been obtained by shoe merchants who have taken on the 
Central line of Robin Hood Shoes for Children and used our merchandising plans, 
including the Douglas Fairbanks spectacular film “Robin Hood.” 


if 
- 
[ 

| 





This is the original production of Doug Fairbanks in his best picture, “Robin 
Hood.” We can supply this film of Robin Hood on a cooperative basis at an excep- 
tionally low price to show at your local movie theater. All you will have to do is to 
arrange with your local movie man to put on this show. We will take care of all 
details, have the film shipped to the theater owner, furnish tickets, hand bills, sou- 
venirs and a Robin Hood suit to fit a girl or boy between the ages of 10 to 14, and 


other necessary cooperation. 


With the film we will furnish a prologue and an epilogue to be recited by a youngster 
in your community. Visualize the tie-up of this film with your store. It is an 


advertisement of tremendous value. 


Write, if the “Robin Hood” agency is open in 
your community. 
For additional information write the Advertis- 
ing Department. 


GENTRAL SHOE Go. 


MANUFACTURERS 
ST. LOUIS, U. S. A. 














When writing to advertisers please mention Boot anp SHOE RECORDER 


















April 17, 1926 


shoes for women are not only 
shown in the window displays, but 
on the second floor where they are 
sold. A case facing the elevator 
was trimmed with imitation grass 
on the floor, a bag of golf sticks 
and several balls being used as ac- 
cessory decorations. Lighter col- 
ors are being sold in these lines as 
in street wear. Smoke with lizard 
and tan trim is prominent, while 
white with black and with tan 
trims were also shown. This type 
of shoe is offered this year with 
Wescot soles instead of crépe soles, 
their lighter weight being the fa- 
vorabie feature. 


Showing Big Shoes 


One might think that Detroit is 
a city of big feet from the displays 
made by some stores. And, strange 
to say, all the big shoes are dis- 
played on Adams Avenue, East. 
Some weeks ago we reported that 
Hack’s Orthopaedic Shoe Shop was 
showing a 22 EEEE, but now Fyfe’s 
are going considerably stronger 
and show an oxford of black calf 
in size 44 EEE, upon which a card 
gives the information that it is the 
biggest shoe ever manufactured. 


News Notes 


A shoe department has been 
opened on the ground floor of the 
Majestic Silk Shop, Woodward Ave- 
nue, for the sale of women’s shoes. 

The Wood-Levy Shoppe, 1506 
Washington Boulevard, is doing 
some active advertising. At the 
Graystone Ballroom, a _ popular 
dance resort, a show case of popu- 
lar styles is maintained and every 
Wednesday a pair of shoes is al- 
loted to one of the ladies attending. 
Coupon tickets are used and the 
favored one decided by drawing one 
of the numbered coupons. This 
firm also had a style shoe at the 
Broadway Strand theater where liv- 
ing models displayed the new styles 
for spring. 


ST. LOUIS 





Easter Trade Beat Last Year 


Late figures indicating the trend 
of the retail shoe business for 
Easter week show an increase over 
the Easter week of 1925. Easter 
Saturday in most stores was re- 
ported as better also than that of 
1925. All retail shoe merchants 
are optimistic over the business for 
the spring season thus far consum- 
mated. Particularly bright is the 
outlook as sufficient stimulus has 


been injected into the buying dur- 
ing the most unseasonable weather 
to carry it over with a whoop as 
soon as Old Sol puts in an appear- 
ance. 

A check up on the Easter style 
parade in several spots where large 
crowds trekked brought forth some 
interesting observations. Patent 
leather shoes were approximately 
50 per cent of all new shoes seen. 
For the most part they were not 
plain, but trimmed in parchment 
or some other contrasting material. 
Colored kids came next with the 
hlond shade showing a bigger per- 
centage than gray. Gray, however, 
was well represented in the assem- 
blage. The weather was clear, 
warm and sunshiny, which was 
ideal for the style presentation of 
Easter fashions. 


Patent Vies With Kid 


The most exclusive store in the 
city presented figures indicating 








Presents of Slippers 


“One of New York’s smart- 
est hostesses started the cus- 
tom of thoughtfully placing 
boudoir. slippers in guest 
rooms and presenting them to 


the guests upon their depart- 


To this idea, which is from 
the publicity of Saks-Fifth 
Avenue, New York, makers of 
boudoir slippers, give “a 
hearty round of applause.” 


patent was equal in averages to all 
colored kid shoes sold in that store. 
Many plain pumps were listed in 
the stock numbers. 

Another group of stores found 
patent almost as good as colored 
kid. In these stores, however, of 
the colored kid family a preponder- 
ance of blond was bought. Only 
15 per cent of the entire kid sales 
were for gray. A later trend stated 
an official of this company showed 
an increase in gray and many of 
their stores were calling for sizes 
on the good patterns. 

It rained for the first three days 
of the week ending April 10 and 
business for the most part re- 
mained dormant. As this week’s 
figures are compared with those of 
Easter week in 1925 the results for 
the week will not look brilliant. All 
retailers are of the opinion that as 
soon as the weather breaks the loss 
will be regained with a good in- 
crease in addition. 
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One sensible policy adopted by 
all retail merchants was to avoid 
any after Easter sales, clearance or 
otherwise. This plan was carried 
out as well by the larger ready-to- 
wear and department stores. All 
argued that there was no occasion 
for it with the weather not season- 
able for real spring buying and 
therefore held off the screeching 
sales which usually follow Easter. 


Southwestern Directors to Meet 


President Arthur Ebbs of the 
Southwestern Shoe Retailers’ Asso- 
ciation has sent out notices to all 
directors and officers of the organi- 
zation that a directors’ meeting 
will be called for Tuesday, April 
20, in St. Louis. This will be the 
first meeting of the board this year. 
Important business will be taken 
up at this meeting. Indications are 
that a 100 per cent attendance will 
be present. 


Scruggs Reorganized Shoe Depart- 
ment Shows Increase 


A reorganization six months ago 
of the shoe department of Scruggs, 
Vandervoort and Barney, St. Louis’ 
most exclusive department store, 
has shown remarkable results in in- 
creased business, according to Har- 
old Underhill, who undertook the 
work as manager of the depart- 
ment. Underhill, who came with 
the company from the Denver Dry 
Goods Co. of Denver, Colorado, 
added a number of lines to the de- 
partment and has inaugurated a 
high styled footwear merchandis- 
ing policy. The range of prices are 
from $10 with a top grade at $25. 

The changing of the seating ar- 
rangement has added to the appear- 
ance of the department and the 
eliminating of much of the shelving 
from the center of the department 
gives it an air of distinctiveness. 

The business in the department 
for the last six months has practi- 
cally doubled under the new policy. 








NEW YORK 








Wanamaker Stages Big Sale of 
Imported Shoes 


Late last week John Wanamaker 
wrote a new chapter in the history 
of shoe sales here by offering at 
$8.95 a pair 4000 pairs of women’s 
shoes imported from France and 
Austria. The shoes were sold in 
the Wanamaker basement store and 
attracted a host of women shop- 
pers. The shoes were of the lat- 
est styles, made largely of kid and 
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Double Assurance 


In specifying QUAKER CITY KID in his orders 
the buyer is certain of two things 











1 That the colors are assuredly 


correct in shade. 


9) That the quality of the leather 


is equally assured. 


QUAKER BROWN Color 22 


Continues in the high seat of popularity 











UNDE 














Thee Cannot Progress’’ 


soe QUAKER CITY MOROCCO CO. ‘prikpeteuts 
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patent leather, most of them with 
lizard or other fancy leather trims. 
The heels were French and Spanish. 

Along with this lot of imported 
shoes fancy French mules were of- 
fered at $2.95 and $3.95 a pair, and 
Austrian suede and kid boudoir 
slippers at $3.45. 

The shoe, according to Wana- 
maker executives, were bought at 
bargain prices in Paris and Vienna, 
because of the lowness of French 
and Austrian exchange at present, 
together with the dullness of busi- 
ness in those countries, which made 
makers there eager for foreign bus- 
iness. 


New Modes in Riding Boots 


Styles in riding boots change 
more frequently than they did some 


Matching Costume Accessories 
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Saks & Company tie up shoes 
and dress accessories in their 
windows. At the left is 
“Mitzi” wearing some of the 
merchandise shown in the 
window. Shoes and bag 
match and some of the “Li- 
zard calf” used in shoes and 
bag has also been used to 
trim the hat 


years ago. While this change is not 
as rapid as that in the more usual 
types: of footwear, it occurs fre- 
quently enough to make those han- 
dling this type of merchandise fol- 
low the trend more closely than 
ever before. The “straight back” 
boot, is the accepted vogue at pres- 
ent, according to J. Asheim of the 
Colt-Cromwell Company, Inc., im- 
porters and wholesalers of riding 
boots and accessories. Mr. Asheim 
has just returned from a trip to 
Europe, where he selected several] 
new styles for his line. The new- 
est boots are extremely well fitting, 
giving a small appearance around 
the ankle, and yet containing suf- 
ficient space to permit the boot to 
be drawn on and off easily. 

The Colt-Cromwell business is 
increasing rapidly, with a large 
volume being built up on such ac- 
cessories as imported boot jacks, 


“boot hooks, lifts, spur-chains, etc. 


The company also manufactures put- 
tees and Sam Browne belts, both of 
which products are now in larger 
demand than they were at the peak 
of the war period, says Mr. Asheim. 


John Slater Injured 


John Slater, dean of New York’s 
shoe merchants and past president 
of the National Shoe Retailers’ As- 
sociation, was badly shaken up last 
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week when his automobile, in which 
he and Mrs. Slater and two of their 
grandchildren were riding, over- 
turned on the Boston Post Road at 
East Greenwich. Although badly 
shaken up and cut by flying glass, 
the party, after some medical atten- 
tion, was able to resume its jour- 
ney to Boston. Mr. Slater’s inju- 
ries and those of other members of 
the party were of a minor nature. 


ROCHES rER 


Retail Trade Registers Gain 


The week ending Saturday, April 
3, brought a material increase in 
business over the previous week 
and in most cases a_ slight 
increase over the same period of 
a year ago. Business in local shoe 
stores had been lagging up to the 
Thursday preceding Easter, but the 
last three days of the week brought 
a good volume of business, and the 
demand has kept up through the 
week ending April 10, in spite of 
poor weather conditions. 

The demand for gray kid, which 
has been particularly strong during 
the past month, is reported to be 
on the wane, and the light kid 
shades—sauterne, bofs de rose and 
parchment, especially patterns with 
contrasting leathers and with gen- 
uine and imitation snakeskin trim- 
ming, are particularly popular at 
this time. Strap patterns in patent, 
trimmed with snakeskin with heels 
of the same material of 19 or 20/8, 
are particularly popular in Roches- 
ter and are being extensively fea- 
tured in local shoe stores. 

The subject of white shoes is one 
on which there is a wide difference 
of opinion. Reports from the South 
and sales records of the stores 
who have featured white foot- 
wear for southern wear, would in- 
dicate that this should be a big 
white season, but there is a feeling 
on the part of local merchants that 
white footwear will not be unusu- 
ally strong on account of the light 
kid footwear. 


Plan Elaborate Spring Opening 


Jim Olmstead, manager of the 
McCurdy shoe department, is mak- 
ing elaborate plans for their an- 
nual spring opening, which will be 
held on Wednesday and Thursday, 
April 21 and 22. 

Miss Martha Allen, premier shoe 
model of the country, who has just 
returned from Paris, will model the 
shoes and display the newest in 
women’s apparel. 
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STONEWOOD 


The newest color in NACO 
calf—an appealing shade 
of fawn—having the rose 
tone in conformity with 
the color trend toward 
delicate shades for the 
coming season 


e 


May we send you a sample? 


A. C. LAWRENCE LEATHER CO. 
210 SOUTH ST., BOSTON 
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Little Let-Down in Operations 
in Country’s Shoe Factories 


White Business Slow in Starting 








HAVERHILL 





The Charleston Aids 


Some Haverhill manufacturers 
think that the new movement to- 
wards center ties is caused by the 
Charleston. For so fast and so 
quick are some of the steps of the 
Charleston that a dancer is apt to 
kick off an ordinary pump. Hence 
a demand for shoes that are se- 
curely tied to the feet by ribbon 
laces. 

Besides, those who dance the 
Charleston prefer shoes’ with 
leather soles and wood heels with 
leather top lifts. 


Run on Cofors 


The color situation shows no un- 
expected changes. Parchments con- 
tinue good. Whites are going strong 
and await warm sunny days. Black 
patent and satin are staples. Rep- 
tiles of varieties more than ever 
will probably run through the sum- 
mer and into the fall. Some star- 
tling color effects are noted here 
and there. Evidently, color effects 
have come to stay. The color chart 
for fall so indicates. 


Straps Lead 


Eighty per cent of the shoes in 
the shops of the Haverhill district 
are of the strap patterns. This 
gives an idea of the strength of 
this pattern. Straps are mostly 
high pitched one straps and there 
are some combinations of the front 
strap and the instep strap. Little 
cut outs, or overlays mark the bases 
of straps. 


Fitted Open Shank 


A new idea in Haverhill shoes 
is that of a fitted open shank. A 
bit of a side wall is carried along 
the open shank. It rises above the 
sock lining just enough to fit up 
against the arch of the foot. So it 
closes the shank to dirt and dust. 
It is firmly French corded to hold 
it in shape. 


“The Haverhill Process” 


One of the bright ideas coming 
out of Haverhill is that all shoes 
made in Haverhill by the hand-turn 
process shall be described as shoes 
made by “the Haverhill process.” 

Such a title would give distinc- 
tion to Haverhill, as well as to the 
hand turned process of making 
shoes. 

The welt process is properly 
known as the Goodyear welt method 
and the chain stitch process is 
commonly known as the McKay 
sewed shoe. But the turn is lack- 
ing a descriptive title. So the title, 
“The Haverhill Process,” looks to 
be a proper description. 








A Press Club Shoe 


A shoe of leather, printed like a 
newspaper, was among the new ideas 
in shoe styling that Lynn, Mass., 
residents presented at the style show 
of the Lynn Press Club, at the New 
Ocean House, recently. This shoe 
was of white calf. On its vamp and 
quarter, as well as its heel covering, 
were printed “heads” and body type, 
as well as column rules, from the 
newspapers of Lynn. The printing 
was done from regular newspaper 
type with a special ink. 





Fastidious Footwear for Forty 


There is a class of Haverhill 
footwear that seems to be more de- 
serving of attention than it is get- 
ting. This class is made up of fine 
footwear for women of 40 or more. 
There is a multitude of these wo- 
men. Many of them are most fas- 
tidious persons, who know from ex- 
perience the proprieties of style as 
well as the comfortable service 
that should be expected from foot- 
wear. They scorn the frills and 
follies of youth. They insist on 
shoes of character, both in the styl- 
ing and the making. 

For this class of women Haver- 
hill makes many fine shoes. They 
are handled mostly by conservative 
merchants, whose customers have 
been with them for years. Business 
in these shoes goes on quietly and 
steadily. But the wonder is that 
more merchants do not take up 
these shoes and make the most of 
them. As a class they sell at a 
very good profit. 


New Style Wrinkles 


Some of the new center ties have 
tips of a diamond shape, and the 
color of the tip matches the ribbon 
lace with which the tie is fastened. 
For instance, a center tie of patent 
leather has a diamond shape tip of 
gray to match a gray ribbon lace. 

A few suede shoes are noted here 
and there. But the run on suedes, 
providing it comes, will be in the 
fall. 

Another new idea in center ties 
is that of using ribbon laces that 
are tipped with spear heads of gold 
or silver. These laces look proper 
with shoes that are trimmed with 
gold or silver appliqués. 

Tan shades in calf and kid are 
used for shoes for those merchants 
who are featuring “shoes, stockings 
and gloves to match.” 

A striking looking pump has a 
light tan vamp and a dark tan 
quarter and overlays are carried 
from the quarter over the vamp in 
jagged lines, like those of a flash 
of lightning in the sky. 
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“No use. I can’t take a wetting like I used to. Rainy 
days I want my good high boots with lacing hooks.” 


There are thousands like him. They want comfort, not 
fads. They’re the men who buy shoes with lacing hooks. 


v 


of When you order, specify visible 
eyelets and lacing hooks 


TUBULAR RIVET AND STUD COMPANY 
UNITED SHOE MACHINERY CORPORATION, Selling Agents, 205 LINCOLN STREET, BOSTON 
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MILWAUKEE | 


Outlook Very Good 


According to reports from several 
Milwaukee shoe factories, business 
has been good, and the outlook for 
post-Easter trade is very encourag- 
ing, judging by the number of or- 
ders which have already been re- 
ceived. Weather conditions pre- 
vented many reorders on spring 
lines before Easter, but they are now 
coming in more heavily. 

“Our business has been very good, 
especially in men’s dress shoes,” de- 
clared Robert J. Dempsey, sales man- 
ager of the Weyenberg Shee Manu- 
facturing Co., manufacturers of 
men’s shoes. “The demand for pcp- 
ular priced men’s dress shoes this 
spring has been so large that we 
have increased our production by 
1,200 pair a day, and are now mak- 
ing more dress shoes than we ever 
did before in the history of our busi- 
ness. Blonds and light tans have 
been showing the most activity.” 

“Business immediately after 
Easter is starting off much better 
than business before Easter,” said 
Joe Miller, sales manager of the 
Wellauer-Noll Shoe Manufacturing 
Co., manufacturers of Twin Scout 
shoes for children, Our Gang line for 
boys and Lassies for growing girls. 
“Many retailers bought very early 
this year because of the early date 
of Easter, but the early retail de- 
mand did not materialize because of 
weather conditions, so that mer- 
chants have not been ready to place 
further orders. Since Easter, how- 
ever, we have heard from nearly 
everyone.” 

This firm is going ahead at a-con- 
servative rate in building up its new 
lines of Our Gang and Lassies shoes, 
and orders have been coming in 
about as fast as it has been possible 
to increase production, according to 
Mr. Miller. 

“Business has been somewhat 
spotty this spring, with a good de- 
mand on warm days and little ac- 
tivity when the weather changed, 
and the tanners have been affected 
as well as other portions of the shoe 
trade,” said E. G. Hanson of the 
Pfister & Vogel Leather Co. “As 
summer is drawing near, the demand 
is principally for lighter shades such 
as sauterne and our stone. The same 
is true of men’s shoes where the 
lighter shades of tan are moving. 
Safra has been one of our popular 
colors, and aura has been moving 
very well in boarded leather.” 
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Reports Good Demand 


Merchants throughout Wisconsin 
have indicated their intention of 
placing orders immediately after 
Easter, and a number of these orders 
were received early the following 
week, according to Charles H. Lew, 
who is representing Waldon & Perry 
of Lynn, and the Rivoli Slipper Co. 
of New York in the State of Wiscon- 
sin. Mr. Lew, who resigned as buy- 
er for the Boston Store to take up 
this work, has established a Mil- 
waukee office in the Cawker building 
as his headquarters when he is not 
on the road. 


Rueping Floats Bond Issue 


The Fred Rueping Leather Co., 
Fond du Lac, Wis., has just floated 
a bond issue of $1,500,000, consist- 
ing of six per cent serial gold deben- 
ture bonds. The issue is dated April 


1, 1926, and is due serially from 








One of the newest evening 
pumps, the “Chameleon,” intro- 
duced by B. Altman & Co., New 
York. Made of chameleon col- 
ored lizard calf, appliquéd with 
gold and silver in modernistic 
pattern and with faceted heel. 
Priced at $22.00. 





1928 to 1938 at a rate of $100,000 a 
year. 

The company’s balance sheet as of 
December 31, 1925, after giving ef- 
fect to the sale of these notes, shows 
current assets of $3,831,710 as com- 
pared with $257,045 current liabili- 
ties, a ratio of over 1334 to 1. The 
business has shown a net profit in 
every year since 1854 with the single 
exception of 1920. Net earnirigs for 
the past twenty years, excepting 
1920, after depreciation but before 
interest and taxes, have averaged 
$387,612, and the average for the 
past five years has been even greater. 

The purpose of the bond issue is 
to retire the company’s floating in- 
debtedness. 


CINCINNATI | 


Trade Still Good 


Wholesale manufacturers in Cin- 
cinnati have experienced no let up in 
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their business, reporting it to be 
rolling along rapidly as has been true 
in previous weeks. They have been 
bombarded with orders for light 
colored kids mostly. Cincinnati 
manufacturers have noticed the great 
strides forward, that have been made 
by patent leather shoes, finding that 
they occupy just as high a position 
on the sales slip as the colored kids. 


White Demand Slow 


Usually at Easter time, the sale of 
white shoes shows quite a large 
jump. This is not exactly the case 
this vear. Many orders of course 
have been? filled in this line, but not 
as many orders were filled as expecta- 
tions called for. This lack of inter- 
est in white shoes may be attributed 
in part to the increased sale of patent 
leathers and, more to the increasing 
popularity of the lighter colored 
kids. 

Salesmen representing the differ- 
ent manufacturing concerns have 
been enjoying a slight vacation over 
the Easter holidays. They have been 
literally “resting on their oars” be- 
tween this time of pre and post- 
Easter travels. Conferences having 
been held and, the salesmen having 
been equipped with their respective 
lines, are now out again on the road 
displaying their post-Easter offer- 
ings. 


BROCKTON 





Production Near Record 


Production in Brockton is at its 
highest level since 1923 at present, 
shipment figures revealing a total 
of 14,054 cases sent out of the city 
for the week ending March 27, this 
total being the biggest since the 
first week ending in April, 1923, 
when 14,622 cases were shipped. 
For the week ending April 3, this 
year, there were 12,200 cases ship- 
ped. To date the number of cases 
shipped in 1926 is 118,734. 


Fancy Sport Shoes 


Fancy sport shoes for men and 
women are being made on a big 
scale by Whitman & Keith, Richard 
P. Whitman of the comcany reports. 
Few plain whites are being sold be- 
cause of the popularity of the jazzy 
trimmings, blond, blond alligator, 
lizard and snakes finding favor on 
white buck. In short, the sport 
shoes are all dolled up with fancy 
trimmings in all. kinds of leather. 
Black patent, including some in va- 
rious prints making it resemble al- 
ligator, is being used quite exten- 








BOOT 
AND SHOE RECORDER 





starred Queen favored 
, smaller and daintier 
troy to fine 
well how ¢ 


HIS pewitching but il 
because it made her feet loo 
go back t© fabled Helen © 
pelming charm, and whe 
ow similat js the § 


ris page: 
snating women o 


4 anot her ¥ 


must 
such overwt knew 8° 
It is interesting to ™ ste h hoe above 
shoes of today, @ 

goo years a 
yee satin § 


nearly we 
history che hoes for 
service and 


d entrenchec 


has added 


Skinner's Shoe Satin 
liness to the beauty of satin shoes an 


fashionable 
wy those mS le o 


shoes, ask fc 


nod 
4 quality: 


In buying slippers 4 
of wearins 


Shoe Satin, to make sure 
use Skinner’ s- 

LLIAM SKINNER & SONS, E 
Boston, Phila- Mills, 


os tor women garment’ 


inners 
_ Shoe Satin 


wil 
New York, Ch 


ry clothing: Vint 


icage: 


Linings for Oe" 


One of a seri 
: series of ad ; 
in the Ladies’ Dsins tude. Yee on Skinner’s S 
rnal, Vogue, Harper’s nen ee eo 
r, and Photo 
pla 


exerc's 
-t. the satin 
jer that 


And to conse 
f recorded 


more lasting shape- 
j them 45 the 


of the present. 
f Skin rs 


The best makers 


stablished 1848 
Halgoke- 


drom savin millet 


Mass 


7, ou 


ai tongue shoes 
The 
coming 


¢ Sain 
ow he 
black 


sacri. 
and daybre ak. 


6 -SELY AGE™ 


IN TH 


This labe 
1 is 
Bitte Me 
Shoe mess of Skinner’ 
and soot (“Brooklyn"” 

qualities only) 








When iti: 
writing to 
adverti. 
tisers please mention Boo 
T AND SHO 
& Recorp 
ER 





~ me 
a 


nc 
oUF: 

cea a can aa 

— co 

~o © 


or = 


ms 
4 Oss emme 
vo 


= Mt ap) 


oO. 


to 





April 17, 1926 


sively. Medium wide and round toes 
are the best sellers, with a decline 
on the balloon types. 


To Advertise Brockton 


Brockton’s Chamber of Com- 
merce, of which Arthur J. Chase, 
head of the in-stock department of 
the Geo. E. Keith Co., is president, 
is taking an active interest in the 
advertising of the city as the home 
of men’s fine shoes. Arrangements 
have just been completed by the 
Chamber for the erection of signs 
50 feet by 12 inches in Randolph, 
Bridgewater and at points within 
the city limits to announce this 
fact. At Morse’s corner, where all 
eastbound traffic enters the city, 
will be a huge shoe atop an arrow 
directing travelers to Brockton. 


Strike Settled 


After a week’s duration the 
strike at the Brockton Shoe Man- 
ufacturing Co. in Holbrook has 
been settled through agreement 
between the company and the 
Boot and Shoe Workers’ Union, 
reached April 8 in Boston. Presi- 
dent Eugene F. O’Neill of the firm 
and General Secretary-Treasurer 


Charles L. Baine of the union were 
the signers of the document, which 


provides that representatives of the 
union’s general executive board will 
be recognized in all questions con- 
cerning prices of labor and in event 
of disagreement such disputes shall 
be submitted to the Massachusetts 
State Board of Conciliation and Ar- 
bitration. Resumption of work was 
ordered immediately after the set- 
tlement by Mr. O’Neill and the 
strike committee. Wages will re- 
main the same, it was announced 
by the firm. 


May Make Children’s Shoes 


Request for prices for the man- 
ufacture of boys’, youths’, little 
gents’ and growing girls’ shoes has 
been made to the Brockton Joint 
Shoe Council by Thompson Bros. 
Shoe Co. There are no shoes of 
this class being made in the city 
at present and previous attempts 
have been unsuccessful. With co- 
operation from the labor agents the 
new applicant expects to develop a 
sizeable business on these shoes. 
Condon Bros. & Co have requested 
prices for third grade shoes for 
chain stores. Both have been re- 
ferred to the local! unions for 
prompt action. 


News Notes 


The former A. E. Little Co. fac- 
tory, which was vacated when the 
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firm removed its local business to 
Lynn, where the shoes are now pro- 
duced under special process, has 
been leased by Green &. Bookstein, 
raincoat manufacturers. 

Organization of the Hunt Shoe 
Co. of Boston, in which Leslie A. 
Hunt, member of the Emerson Shoe 
Co. sales force for 30 years, is the 
sole owner, has been announced. 
The company will market shoes of 
the Field Bros. Shoe Co. of North 
Middleboro in addition to other 
lines. 

An increasing use of the parcel 
post system to ship shoes has been 
noted by Postmaster Lawrence T. 
Briggs, who has recently arranged 
for an accurate tabulation of all 
shoe shipments through the post- 
office. Formerly the volume was 
estimated. 








ST. LOUIS 


———— 


Overton With Wolff-Tober 


Mr. Overton, who made quite a 
name for himself as a style author- 
ity while acting as salesmanager of 





Walter S. Overton 


Brauer Bros. Shoe Company, has 
been made assistant general man- 
ager of the Wolff-Tober Shoe Com- 
pany. Mr. Overton was one of the 
guiding geniuses of the St. Louis 
Fashion Pageant last summer. 


Beeson Joins Boyd-Welsh 


Sam A. Beeson, formerly with 
Utz & Dunn of Rochester, N. Y., 
and more recently with Johansen 
Bros. Shoe Co., of St. Louis, as 
salesmanager, has resigned to ac- 


97 


cept the salesmanagership of the 
Boyd-Welsh Shoe Company. Mr. 
Beeson will take over the duties of 
Harry Taylor, who recently left the 
Boyd-Welsh organization. 

Mr. Beeson’s entire business ca- 
reer has been spent in the shoe 
industry. For 12 years he was in 
the retail shoe business, part of the 
time in California and part of the 
time in the State of Montana. In 
1916 he went with Utz & Dunn, as 
salesman covering the Middle West. 
From there he went with Johansen, 
shortly following which move he 
was made assistant salesmanager 
and then head of sales. His broad 
experience qualifies him well for 
the responsible position he now 
holds. 


New Manufacturing Firm 


The Specialty Shoe Company, a 
corporation, has just opened a sam- 
ple and stock room at 1328 Wash- 
ington Avenue. Officers of the 
company are Nat Levy, president, 
and Wm. Lippman, secretary and 
salesmanager. They will special- 
ize in novelty McKays at one price, 
$2.85. An innovation has been cre- 
ated in that shoes are put through 
their factory in 12-pair racks in- 
stead of the usual 36-pair lots. They 
are offering to the retail merchants 
12-pair case lots and expect this 
policy will meet with instant ap- 
proval. A sales force of eight men 
is in the territory. 


International Shoe Buys 2000 
Memorial Coins 


The largest sale reported so far 
in the St. Louis campaign distribu- 
tion of Stone Mountain Memorial 
Coins is that of 2000 coins bought 
by the International Shoe Co. These 
coins will be distributed as cour- 
tesies among the company’s dealers. 


Brauer Declares Dividend 


At the regular meeting of board 
of directors of Brauer Bros. Shoe 
Co., held March 15, the regular 
quarterly dividend of one and one- 
half per cent was authorized paya- 
ble April 1. The books closed 
Mach 24. A. J. Brauer, president 
of Brauer Bros. Shoe Co., states 
that shipments for the first quar- 
ter of 1926 have been far ahead of 
the corresponding quarter last year 
and that earnings are approximate- 
ly five times dividend requirements. 
Plans for expansion in the near fu- 
ture of Paradise Shoe factory are 
rumored. 
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Mr. Shoe Merchant— ; : 


You can serve your customer by asking 
your manufacturer to equip your shoes with 


“CORDO-HYDE” LACES 


They look better and wear better than ) 
‘ ordinary laces. In short they satisfy. 


O. A. MILLER TREEING MACHINE CO. 
SHOE LACE DIVISION 


BROCKTON, MASS. 
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LYNN , | 
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Want Longer Season 


It would be better to spread sales 
of spring shoes over the three months 
of spring than to try to sell them 
all during Easter week. Seventy- 
eight shopping days are there in the 
spring and but six shopping days 
during Easter week. The longer the 
season the larger the sales. This 
thought comes to Lynners as they 
analyze sales reports. It is saved 
for future reference. 

Whites come next for the up 
curve on the style chart, but colored 
kids, in the lighter shades, are still 
going strong, while patent is a staple, 
and reptiles rage on. Russia calf is 
not a thrilling style, but the number 
of such shoes in Lynn shops is sur- 
prisingly large. Some of them have 
.a handsome lustra finish. 


New Reptile Leathers 


Iridescent serpent, chameleon, 
ivory shark, boa, iguano and arma- 
dillo are among the new reptiles. 
These with fluffed alligator, buffed 
lizard and two tone reptiles are used 
in a hundred and one ways for trim- 
ming shoes. The style promises to 
carry into the fall. 

Lasts show medium round and 
squarish vamps, with short toes, and 
some long toes, with heels 8/8, 9/8 
and 10/8 high for the lows and 20/8, 
22/8 and 24/8 for the highs. But the 
report continues medium heels, say 
13/8 high, are best sellers for volume 
business. 


Straps Lead in Volume 


In patterns, straps lead for volume 
business, mostly one strap, and some 
of novel design. Open shank shoes, 
with front straps and instep straps, 
are classed as sandals, though some 
makers have a more typical sandal, 
with low heels, and cut outs of the 
vamps, and broad straps, perfo- 
rated, and fastened to the shoes with 
gores. Country club models, in 
white, and light colored calf, with 
novelty trims and low heels, are 
gaining. Smart buckle and bow 
trimmed shoes lead in one factory. 
High waisted pumps are in fine lines. 
Some have tongues of leather, in 
fan, scallop, frame or appliqué de- 
signs. A gypsy high waisted pump is 
shown. High waisted pumps, and 
some of the new oxfords, bring out 
unusually graceful lines along the 
side walls. 


Another Golden Rule Factory 


Daly’s Golden Rule Company has 
started up factory No. 3 in Beverly, 
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Exterior view showing excellently arranged display window of 
Futterman’s Shoe Store, Pawhuska, Oklahoma 


where it has taken the factory that 
was operated by J. H. Baker & Co., 
now in liquidation. Recently, certifi- 
cates of stock were dsitributed 
among 150 employees. Each worker 
in the factory is a part owner of the 
business. 

Also, the firm has arranged to 
double its output of turn shoes in its 
Lynn factory. 


Stab Stitched Shanks 


A. E. Little & Co. are stab stitch- 
ing shanks of welt shoes by the 
Littleway lock stitch machine. For- 
merly the stab stitching was done 
by hand. The stitches are through 
the outsole and the insole, and the 
leather and the lining of the upper, 
in the shank of the shoe. This stab 
stitching braces up and strengthens 
the shank of the shoe, making it of 
the arch supporting type. 


Krippendorf Home Again 


Paul Krippendorf, inventor of the 
Krippendorf system for cutting 
rooms, is-home from a three months 
trip in Europe. He brings with him 
somé new ideas in the mathematics 
of shoemaking. 

Also, Mr. Krippendorf has im- 
ported the habit of walking for 
health, which he picked up in 
Europe. He says it is better than 
dieting, or medicining for health. 

“Get a good pair of walking shoes, 
and occasionally jog off a few miles 
out in the bracing open air,” says 
he, “and then see how much brighter 
and more cheerful the world looks.” 








ROCHESTER 














Leard With Moore-Shafer 


R. B. Leard, formerly with Harry 
L. Jones, Inc., of Syracuse, N. Y., 
has been appointed superintendent 


and general manager of production 





for the Moore-Shafer Shoe Mfg. 
Co., of Brockport, N. Y., and began 
his new duties on April 1. 

“Dick” Leard, as he is known 
to the’ trade, has had an extensive 
training in the shoe business and 
has a reputation as an expert on 
building shoes that fit. For a num- 
ber of years Mr. Leard was asso- 
ciated with the Utz & Dunn Com- 
pany as salesman, and previous to 
that was with the Wm. Eastwood 
& Son Co., leading Rochester shoe 
store. For the past three years Mr. 
Leard has been associated with 
Harry L. Jones, Inc., women’s shoe 
manufacturers of Syracuse, N. Y., 
selling shoes on the road and build- 
ing styles and patterns. Mr. Leard 
being a retail shoe man as well as 
a manufacturer, brings to the 
Moore-Shafer organization a knowl- 
edge of what the trade wants and 
requires as well as a knowledge 
of how to build and merchandise 
the shoes. 


Wilson Shafer to Cover Texas 


The Moore-Shafer Shoe Mfg. Co., 
of Brockport, N. Y., have appointed 
Wilson Shafer as Texas and south- 
western representative. 

Wilson Shafer is a brother of 
L. B. Shafer, who covers the North- 
west for the Moore-Shafer Shoe 
Manufacturing Company, and Frank 
Shafer, who covers New York 
State. Wilson Shater has for a 
number of years been associated 
with the Moore-Shafer Shoe Manu- 
facturing Company on inside work, 
and is a thoroughly practical shoe 
man. 

For the past few weeks Mr. 
Shafer has been traveling in the 
Southwest investigating the _ re- 
quirements of the trade and is now 
building a complete new line, which 
he will shortly show to the trade. 




















Syracuse, N. Y., U. S. A. 
MEN’S FINE SHOES EXCLUSIVELY 
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St. Louis Manufacturers’ As- 
sociation Committees 
Named 


Harry G. Johansen, newly elected 
president of the St. Louis Shoe 
Manufacturers’ and Wholesalers’ 
Association, has appointed the fol- 
lowing committees composed of 
members of the organization: 

Booth and Display—Norman Mc- 
Donald, chairman; assisted by E. C. 
Hyde. 

Convention—J. T. Pedigo, chair- 
man; assisted by C. L. Drake. 

Entertainment—J. H. Wilson, 
chairman; assisted by H. V. Steph- 
ens. 

Finance—A. G. White, chairman; 
assisted by A. J. Spring. 

Hotel and Transportation—F. A. 
Mahler, chairman; assisted by Dave 
Martin. 

Membership — Paul Jaminson, 
chairman; assisted by Beverly 
Jones. 

Publicity—A. G. White, 
man; assisted by W. E. Baird. 

Traffic—Mr. McClure, chairman; 
assisted by L. A. Laphan. 


chair- 


New Shoe Stores 


K C Army Store, 1308 Walnut 
Street, Kansas City, Mo., shoe de- 
partment. 

Walk-Over Shoe Store, 716 South 
Broadway, Los Angeles, Cal. 

Berland Shoe Store, 69 North Main 
Street, Memphis, Tenn. 

Rellin Packard, 306 Grand Ave- 
nue, Milwaukee, Wis. 

Podell’s, New Century Building, 
Milwaukee, Wis. 

Peters Bros., Op. 1443 Broadway, 
Oakland, Cal_—(third store in Oak- 
land). 

Siegel Shoe Co., 710 State Street, 
Charleston, W. Va. 

Raymond C. Kory, 2211 Market 
Street, Galveston, Texas. 

Wilson-Johnson Co., Wewoka, 
Okla., shoe department. 

George W. Pellett, Fenton, Mich. 

Al’s Boot Shop, Chelsea, Mass. 

Factory Shoe Store, Revere, Mass. 

Kel-Mers (E. H. Kelmer), Board- 


walk, Atlantic City, N. J. (Will 
open just before Easter.) 
Marcella Boot Shop, Beaumont, 


Tex. 

Danielson Mueller & Simpson, 
Madison, Wis., shoe department. 

Tand Bros. (shoes and hosiery de- 
partments), at Hyman & Hess’ new 
store, Albany, N. Y. (To open 
May 1—exclusive “stout” proposi- 
tion.) 
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ACTION! 
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Be Snappy” 
THE STET SON SHOE CO., Ine. 
Seuth Weymouth, Mass. 
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HENRY LILLY CO. 
88-90 Reade St. 


‘ SHOES and RUBBERS 
Every Wednesday and Friday 








please. 





SNAPPY SHOES 
FOR YOUNG MEN 


Up to the minute Styles. 
values unsurpassed. Priced 


Investigate. 


CRAIG- —- & EMERSON, Inc. 
rockton, Mass. 


Boston omen 10 ‘High St, Room 304 
New York Office—Marbridge Bldg. 
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CEON WEIC” 


LOUIS J. COBLENTZ, Mgr. 
Marbridge Bldg..New York 


IMPORTED BUCKLES 


From our 


own Paris Works 











Mkt. St. 


America’s Favorite 


NU-SHINE 


Makes Old Shoes Look New 


THE NU-SHINE Co. 









New York 
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Reidsville, N. C. 
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REGISTERED 


The Quality 


Pullman Si 
RED. scnatooe,, | 


Swan Shoe Co., Baltimore, Md. 














PARISTYLE FOOTWEAR MFG. co... ING. 


‘as an executive. 





























DR. CAMPBELL’S 


HEALTH SHOE 


Ask for New 











EMIL RUBLACK 
Maker ef Artistic 
Price and Sale Tickets 
Samples Mailed Free on 
140-142 ea" Sae°o""" 








Ne. 250, $2.50 per 100 Established 1903. 
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W. H. Emmons New Man- 
ager of McCord-Norton 
Shoe Co. 


W. H. Emmons, formerly mana- 
ger of the Goodyear India Rubber 
Selling Company, Chicago, who has 
been a well known factor in the 
shoe industry for thirty years, last 
month succeeded George H. Yonker 
as general manager of the McCord- 
Norton Shoe Company, St. Joseph, 
Mo. 

Mr. Emmons has had a varied ex- 
perience in the shoe industry as a 
retailer, a traveling salesman and 
He has been es- 
pecially identified with the build- 
ing of factory lines of shoes, which 
qualified him to take charge of the 
McCord-Norton Shoe Company, a 
Missouri corporation which has the 
factory and general offices located 
in St. Joseph. 

Mr. Yonker, on April 1, joined 
the J. C. Penney Company in the 
shoe buying department at St. 
Louis, a position which is an ad- 
vance in the trade’and a decided 
recognition of his ability. Mr. 
Yonker began his career with the 
McCord-Norton Shoe Company and 
had been with it for eighteen years, 
working his way up from the bot- 
tom to the managership. 

On April 1 the McCord-Norton 
Company took over the business 
formerly conducted by the Noyes- 
Norman Shoe Co., also of St. 
Joseph, Mo. For many years the 
Noyes-Norman Company has spe- 
cialized in the Norman line of oil 
boots, bootees and drillers, which 
had a large sale in the oil fields of 
Kansas, Oklahoma and Texas. This 
line will be added to those already 
manufactured by the McCord-Nor- 
ton company, which will give that 
concern an unusually complete fac- 
tory line of men’s fine shoes, which 
are sold under the Harlow trade 
name. 


Hang Up New Record 


The firm of Nat’l Fisher & Com- 
pany, one of the oldest and best 
known wholesale shoe houses in New 
York, hung up a new high sales 
record for the month of March. 
While business in general in the 
New York wholesale market was 
good last month, this concern was 
the only one, so far as is known, to 
make a record in sales volume. The 
company’s sales for the month of 
March, 1926, were larger than for 
any previous month in the firm’s 
entire 88 years in business. 





T. W. Gotooe Pres. ¥B Zonen, Svese. 
G. Donald, Vice-Pres. 


F. E. JONES CO. 
FANCY COLORS 
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Waterproof 
Leather 


Takes and Re- 
tains a Polish 


CREESE & COOK CO. 
Tanneries at Danverspert, 95 South St, Boston, Mass. 











Colored 
Chrome 
Sides 


Beggs & Cobb, Inc., Boston, Mass. 








est Virginia 


Exacting standards of manufacture 
produce Uniform Quality. 
Pulp Product Department 
WestVirginiaPulp& Paper Company 
Detroit New York Chicago 
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FOR MEN'S FINE SHOES 
ARLE SHOE PATTERN CO. 
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IN STOCK 
BLACK BALLET SLIPPERS 
Ladies’ 
$1.25 pe. 
Misses’ 
$1.20 pr. 
Childs’ 
$1.15 pr. 





BLOG SHOE CO., INC. 
147 Duane St., New York, N. Y. 








BALLET SLIPPERS—IN STOCK 
of the unusual kind 


Styler Bi02 1. Glazed 
Tee 


Hewes aun iat t: rH 
te 6—1.45 
SCHWARTZ & HERDER, Ine. 

BS} Ballet Manufacture 
























WILL BUILD A BIGGER, 
AND MORE DEPENDABLE 
CHILDREN’S BUSINESS- 
Write for Agency Plan 
Dr.A Posner, SHOES, Inc. 4° “RET ROAR a ane wt OX 








“ELAM” 
Flexible Turn Shoes 
For the Jobbing Trade Exclusively 
F. S. ELAM SHOE co. 

ROCHESTER, N. 


Boston Office, 183 a "street 











Enlarged Capacity for 
S. Rosenberg & Son, Inc. 


S. Rosenberg & Son, Inc., the 
well-known shoe job and novelty 
house of Boston, have added to their 
old quarters the entire first floor 
of the building at 140-144 Essex 
Street, wherein they have been lo- 
cated since Jan. 1, 1921. Thus, the 
whole building will now be de- 
voted to their use. S. Rosenberg 
& Son state that with this new addi- 
tion which will give them 30,000. ft. 
of floor space, their establishment 
will be unquestionably the largest 
of its kind in the country. 

The general offices and sales 
rooms are now located on the first 
floor and are arranged in a way 
which be greatly admired by all 
visiting customers. 


BOOT AND SHOE RECORDER 


Merchants Sold by Door-to-Door Method 

















Two weeks ago, during Chicago’s 
snowbound days—dealers found 
stocks of rubber footwear depleted 
in a few hours’ time and raised a 
hue and cry for rubbers and 
goloshes among the wholesalers— 
with Chicago in the midst of the 
worst blizzard in years. J. Harry 
Selz of the Selz Schwab Shoe Com- 
pany, applied the house-to-house 
solicitor game to the shoe business 
and four big trucks from the Selz 
motor fieet were piled high with rub- 
bers and goloshes and with a sales- 
man aboard were sent into every 
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part of the city to Selz dealers. The 
footwear was sold direct from the 
truck in case lots and after two days 
of steady road work through drifts 
and slush—every Selz dealer in the 
city was ready to take care of rubber 
footwear buyers. The service ren- 
dered to the merchants wasn’t half 
the service this meant to Chicago’s 
working folks who had to brave the 
storm to their stores and offices. 
Needless to say, the big trucks made 
many trips between warehouse and 
stores in the two days and kept 
many a cash register ringing. 





“Youth Will Be Served” 
Is Diamond Principle 


New YorK.—AII salesmen of the 
Diamond Shoe Company were called 
in from the road April 8, for a sales 
conference at the main office here. 
The conference continued from April 
8 to 10, with inspirational talks, dis- 
cussion of selling principles and the 
new line and planning for one of the 
most effective sales campaigns the 
company has yet pursued. 

The keynote of the convention was 
“Young Blood Shoes for Young Men 
with Young Incomes.” Carrying out 
this idea, it is interesting to note 
that the Diamond staff is composed 
of men young in years, but ripe in 
shoe experience. It is felt that 
actual youth in selling a product 
destined for consumption by young 
men is a_ strong merchandising 
point. 

The conference got under way 
Thursday morning with a general 
session, followed by an inspection 
and discussion of the new fall line 
in the afternoon. This continued 


through Friday, when various mem- 
bers of the firm addressed the sales- 
men and discussed selling plans and 
features. Following a dinner, the 
entire staff attended a performance 
of Artists and Models. 

Saturday the men received their 
new sample lines and individual in- 
structions, and Sunday was “get- 
away” day for the salesforce. The 
conference wound up with a banquet 
on Saturday night, attended by the 
entire staff. 

Among the members of the firm 
who attended the conference were 
Messrs. Friedman, Hausmann and 
Stollmack. Addresses also were made 
by Julius Shapiro, credit man for 
the firm, and M. Leibowitz and 
Harry Mishkin, factory order de- 
partment men. 


New Shoe Store 


ATLANTIC CiTy, N. J.—Another 
new store has opened under the 
name of Freedman’s Family Store, 
owned by Samuel and David Freed- 
man. 
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BLACK Kid 


Is Always Fashionable 


wy, 


| yd 


N fact women of really exclusive taste, 

who always prefer to stand apart from 
the throng in dress, are now preferring 
black kid shoes—further individualized by 
embossed gold or bright colored reptilian 


leather trimmings.—It's the high style note 
in Paris and New York. 





SURPASS LEATHER ‘CO. 


17 Battery PI. New York City 
Sales Offices in All Large Shoe Manufacturing Centers 


SURPASS 








“It Takes On Added 
Beauty in the Shoe” 


When writing to advertisers please mention Boot ann SHor Recorper 
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j Two New White Patterns—IN STOCK 











Write or 
Wire 
Your Order 
Today! 























The Emily Sizes The Julia 


AA to C 
White Cloth with White Calf 3to 8 
Trim. On 56 Last with 14/8 Cov- 
ered Wood Heel. Close Edge 
Natural Welt. Price 75. Terms: 


Net 30 Days 


White Cloth with White Calf 
Saddle. On 45 Last with 12/8 
Covered Wood Heel. White Ivory 
welt natural sole. Price... .$4.75. 











BURROWS SHOE CO., INC. 


ROCHESTER, N. Y. 
NEW YORK CITY: MARBRIDGE BLDG. 























TAN STITCHDOWNS 
P lug Oxfords and Sandals Officially adopted by the International 


@ Association of Masters of Dancing as 
with Halesole Bottoms = best ea age toe — 
slipper. le by master craftsmen 

LOOKS LIKE LEATHER, WEARS TWICE of the finest materials and with superb 


AS LONG AND WILL NOT MAR FLOORS. fitting qualities. 
FOUR WEEKS’ DELIVERY 


We also make a new BALLET SLIPPER 
COVER (Patent Applied For) to use for 


practice. 
Send for samples. 
Only One Exclusive Agency in a Town 
We advertise your territory for you. 








IN STOCK 


PLUG OXFORDS 
$0. 8 $0 
I venture to tha 
Le i% to . my boudotrs will show ‘that: they are 
essen row it th 
KE % to 1, and swell the profits of the busines 
I make real udeirs. Beauties 


PLUG OXFORD CREPE RUBBER SOLE materials and workmanship. The 
choice is yours of black or colored 


$1.45 11% to 2 m Se nee made in thirty- 


160 2% to 8 
DELIVERIES 


In view of the low price quoted for the qualities of- 
fered, only case lot (36 pair) orders will be accepted. ——— So 


Laing, Harrar & Chamberlin 


a 
43 N. THIRD STREET 
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C:H-ALDEN COMPANY 
Designers aid Makers of Mens Fine Shoes 








FOR SPRING 


A DRESSY, LIGHT-WEIGHT OXFORD 
STANDISH LAST 


Boston Office: l0tgh Street 
lactory and Executive Offices 
ABINGTON, MASS. 
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AN EVER-GROWING REPUTATION 
As New York’s Children’s Shoe Headquarters 
TELLS MALKIN’S STORY 


About May Ist, H. MALKIN’S SONS will move to new and larger quarters at 
150 Duane St., at West Broadway 


where greater facilities will assure you of still better service and where we will continue to feature 
the most complete line of Infants’ and Children’s tastefully styled shoes at popular prices. 


COME IN— 


See the Timely Values in Over 
200 Styles in Various Leathers 
and Combinations. 
“Dolly” 


Blonde Kid 
Bois de Rose Trim 


“Gloria” — . 
Pat. Leather — Or Write for Samples 


H. MALKIN’S SONS 


Until May First at 
120 West Broadway . . Me 








IMPORTED ENGLISH 
RIDING BOOTS IN STOCK 


Remember This— J, ™ Worn by Women while 
driving Cars. Protects the 
In Stock 7 Heel and Back of Slipper 
from Dirt, Grease, Scuffing, 
The number of customers on R etc. Fits either Cuban or 
our books who have sold these > Louis Heel. Made of Pat- 
boots for years and are enthu- ent Leather. 


siastic about them is the best = Dozen Pair 


proof of their Merit, Fitting 
Quality, Custom-Made Appear- LINCOLN STORE SUPPLIES COMPANY 


ance, Distinctiveness and Value. 1508 Washington Ave., ST. LOUIS, MO. 
Novelty Shoe Findings 








They are truly perfection in 
riding boots. 


Men’s $16.50 Per Pair 
Women’s $14. 50 Per Pair 


Stocked in 
Tan and Black 





MADE ON RIGHT AND LEFT LASTS 
Woman’s 214 to 8 $1.45 
Misses’ 1144 to 2 1.40 
Child’s 6 to 11 1.35 
Style B-2774 WHITE KID 30c EXTRA 
a 


IN STOCK 

COLT-CROMWELL CO. Ine. | &, aa. 
596 Broadway New York, N. Y. BROORS SHOE MFG. Ce 
n | Wo Terme Yo an. (0 Te gh 212s Ge to bb Vel - lphia, oars 
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CHANGES IN BUSINESS 


HOLTVILLE, CAL.—A. B. Lester 
(Lester Clothing House), shoes, etc., 
sold out to F. Roy Thompson. 

PALO ALTO, CAL.—James F. Far- 
rell (“Stanford Bootery’”’), shoes, re- 
ported selling or sold out. 

SANTA MOoNIcA, CAL.—Santa Mon- 
ica’s Shoe Emporium, shoes, incor- 
porated with authorized capital of 
$20,000. 

BRIDGEPORT, CONN.—A. Amsel, 
shoes, etc., reported sold out to Harry 
Lapidus. < 

CHICAGO, ILL.—Doding Shoe Co. 
(833 W. Chicago Ave.), shoe manu- 
facturers, removed to Paris, IIl. 

MACON, GA.—wWilliam E. Cornell 
(“Cornell Shoe Co.”), (Care of J. P. 
Allen & Co.), shoes, reported Plant- 
Butler Co. taking over shoe depart- 
ment of J. P. Allen & Co. 

ELGIN, ILL.—-George J. Maurer, 
shoes, reported succeeded by August 
C. Koch. 

FARMERSVILLE, ILL.—Donald Mc- 
Lean, shoes, etc., reported sold out. 

LYNN, Mass.—J. J. Grover’s Sons 
Co., shoe manufacturers, soft sole 
shoes, removed to Stoneham, Mass. 

REBECCA HOLLANDER (Wife of 
William), shoes, filed married wom- 
an’s certificate. 

BROCKTON, MAss.—Geilich Leath- 
er Co., leather remnants, incorpor- 
ated with authorized capital of 
$50,000. 

CHELSEA, MAss.—Snider & Hoff- 
man, shoes, succeeded by Silverman 
& Giesser. 

BosTon.— Carman Leather Co., 
upper leather, recently commenced 
business here. 

Donnell, Carman & Mudge, Inc., 
leather, E. M. Carman, president, re- 
tires. 

East TAWAS, MIcH.—W. T. Hill, 
shoes, succeeded by L. H. Klenow & 
Sons. 

ELIZABETHPORT, N. J.—Ziebro & 
Heligowske, shoes, dissolved partner- 
ship—each continues alone. 

MARINERS HARBOR (S. I.), N. Y.— 
Faro Virgi, shoes, reported sold out. 

NEw YorkK CiTy.—John K. Catania 
(74 Westchester Sq.), shoes, re- 
ported selling or sold out. 

Fitwell Slipper Co., Inc. (37 W. 
19th St.), shoe manufacturers, in- 
creased capital stock from $5,000 to 
$7,000. 

Melville Davis (914 Columbus 
Ave.), shoes, succeeded by M. & H. 
Davis, Inc. 

Smith-Goebel Leather Co., leather, 


incorporated with authorized capital 
of $15,000. 

Utica, N. Y.—C. Sautter’s Sons, 
Inc., shoes, etc., incorporated with 
authorized capital of $150,000. 

BUFFALO, N. Y.—Jacob P. Stef- 
fan’s Sons, shoes, etc., incorporated 
with authorized capital of $50,000. 

NIAGARA FALLS, N. Y.—Kluga 
Bros., shoes, succeeded by Vincent 
Kluga. 

PoRT RICHMOND, N. Y.—Charles 
August, shoes, removed to W. New 
Brighton (S. I.), N. Y. 

ROCHESTER, N. Y.—Lalonde & 
Clarke, shoes, incorporated with au- 
thorized capital of $60,000. 

LENOIR, N. C.—Davidson & Robin- 
owitz, shoes, etc., dissolved partner- 
ship—succeeded by Joseph Robino- 
witz. 

PAULDING, OHIO.—C. D. Mead 
(Mead’s Shoe Store), shoes, etc., 
sold out to H. L. Hoffman. 

CARROLLTON, OHIO.—Bonar & Tat- 
man, shoes, etc., sold out to Abe 
Cohen. 

BARTLESVILLE, OKLA.—J. R. Mc- 
Pheeters, shoes, sold out to Richard 
Wynn. 

MT. CARMEL, PA.—W. H. Yoder, 
shoes, etc., reported closing out busi- 
ness. 

PAWTUCKET, R. I.—Braided Shoe 
Thread Co., manufacturers of braids, 
etc., recently incorporated. 

SENECA, S. C.—J. E. Harper, 
shoes, removed to Toccoa, Ga. 

LYNCHBURG, VA. — Shearer Bros., 
shoes, etc., incorporated recently. 


Business Reverses 


HUNTSVILLE, ALA.—J. S. Blotzer 
(Jack’s Bootery), shoes, reported 
petitioned into bankruptcy. 

BERRYVILLE, ARK.—Brogan & 
Sons, shoes, etc., reported petitioned 
into bankruptcy. 

PASADENA, CAL. — Brockton Shoe 
Market (Ben E. Farber, Pro- 
prietor), shoes, reported assigned. 

ATHENS, GA.— Sam Uden, shoes, 
etc., reported offering to compromise 
at 25 per cent. 

MISHAWAKA, IND.—The Hub (not 
Inc.), shoes, etc., reported receiver 
appointed. 

Boston.—George H. Wirth Co. 
(272 Boylston Street), shoes, re- 
ported offering to compromise at 20 
per cent. 

CHICAGO, ILL.— French Booterie 
(Bernstein & Geist), shoes, reported 
petitioned into bankruptcy. 
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Jackson Park Bootery (1461 E. 
76th Street), shoes, reported as- 
signed. 

SHREVEPORT, LA.—M. Hirsch & 
Son, Inc., shoes, etc., reported offer- 
ing to compromise at 33 1-3 per cent. 

HAVERHILL, MAss. — Wiswell-Por- 
ter, Inc., shoe manufacturers, re- 
ported assigned. 

CHELSEA, Mass.—J. H. Tapper 
Shoe Co. (Julius H. Tapper, Propr.), 
reported petitioned into bankruptcy. 

VIRGINIA, MINN.— Reinertsen- 
Lehne Co., shoes, etc., reported ask- 
ing general extension. 

NEW YorRK CiTy.—Max Wisotsky 
(867 First Ave. & 941 Second Ave.), 
shoes, reported meeting of creditors 
scheduled. 

Joseph Cohn (550 E. 13th Street), 
shoes, and repairing, reported meet- 
ing of creditors was scheduled for 
April 18. 

Julius Wiskof (12 E. 114th 
Street), shoes, reported meeting of 
creditors scheduled. 

CLEVELAND, OHIO.—Barnett & 
Harris (Prospect Ave.), shoes, re- 
ported petitioned into bankruptcy. 

PHILADELPHIA, PA.—Somerman & 
Friedman (460 N. Second Street), 
shoes, reported meeting of creditors 
was scheduled. 

BERWICK, PA.—Krauss Bros., 
shoes, etc., reported petitioned into 
bankruptcy. 

PHILADELPHIA, PA.—Harry Asher 
(1614 Ridge Ave.), shoes, reported 
offering to compromise at 50 per 
cent. 

PITTSTON, PA.—Samuel Moskowitz 
(“Economy Shoe Store’), (55 N. 
Main Street), shoes, reported offer- 
ing to compromise at 10 per cent. 

LAKE ANDES, 8S. D.—L. H. Hadd, 
shoes, etc., reported assigned. 

SAN ANTONIO, TEX.—Man’s Boot 
Shop (Max Herzstein), shoes, re- 
ported assigned. 

GILLETT, Wis.—Joseph Goldstein, 
shoes, etc., reported petitioned into 
bankruptcy. 

SEATTLE, WASH.—Jordan & Silen, 
Inc., shoes, etc., reported assigned. 

CLARKSBURG, W. VA.—Jacob 
Jacobs (110 S. Third St.), shoes, 
etc., reported assigned. 


Rorabach Designs New 
Men’s Models 


EAst WEYMOUTH, MAss.—Ernest 
Rorabach, manager of the Edwin 
Clapp Stores, Inc., of New York, was 
a recent visitor at the Clapp factory 


here. Mr. Rorabach gives his per- 
sonal attention to the “building” of 
the lines for New York and on this 
occasion his time at the factory was 
spent in working on men’s new high- 
grade spring models. 
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Payment in advance is required, except when regular advertisers, as amounts are too small to open accounts 


Copy must be received at the Boot and Shoe Recorder, 207 South St., Boston, Mass., on 
Monday of the week of publication in order that advertise hed 
Otherwise insertion will 


be put over to the foliowing week’s 


ln nal OR LINE WANTED—Four 
Minimum amount accepted, seventy-five cents. 

a rWant’* advertisements, seven cents per word 

Minimum amount 1.25. 

Ads under these headings will be received 96, So Besten oie of Go 
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ased allow 45 words to inch. 
tage. 
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for each 
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SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 











has the following territories open: 


No. 1—California 

No. 2—Minnesota 

No. 3—Nebraska and The Dakotas 
No. 4—Iowa 

No. 5—Kansas 


WANTED—SALESMEN 


A St. Louis Manufacturer of Men’s Popular Price Dress Shoes (Welts) 


Apply with references to C-S4, 
care Boot and Shoe Recorder, 1627 Locust St., St. Louis, Mo. 


No. 6—New York State 

No. 7—Rocky Mountain States 

No. 8&—Arizona, New Mexico and 
West Texas 

No. 9—Mississippi 

No. 10—Chicago and District 


Salesmen Wanted 


To sell strong line Women’s me- 
dium priced novelty shoes, car- 
ried in stock. Liberal commission 
basis. Excellent opportunity for 
right men. States wanted covered 
are Alabama, Arizona, Colorado, 
Idaho, Minnesota, Nevada, Louisi- 
ana, Oklahoma, Kansas, Missouri, 
Arkansas. 

Write Box C-78 Boot and Shoe 


Recorder Publishing Co. 207 
South Street, Boston, Mass. 











SALESMAN WANTED 


With established trade to cover 

states of Wisconsin, Illinois, Michi- 

Kentucky, 

Mary- 

nia, 

Virginia, North and South Caro- 

lina. One who can produce results 

with high grade line of ladies’ 

Brooklyn turn shoes. Salary and 

commission basis. Address N-550, 

c/o Boot and Shoe Recorder, 238 
h St., New York. 


SALESMAN WANTED 


with established territory to sell a real 
low price snappy line of women’s novel- 
ties on a commission —_. Only men 
who can produce ni pply. Territory 
open as follows: Florida, Pitiesiseippi, So. 
een, moreaee Iowa, 


Dakota 
Idaho, West Virginia, Virginia, Arkansas, 
Oregon, and New York City. 


SELWEL SHOE CO. 
130-132 Lincoln St., Boston, 
Mass. 











SIDE LINE SALESMAN 
Wanted for territory East of Pitts- 
burgh and West of Mississippi 
River to carry short line of stitch- 


House Slippers and 
Light Weight Novelties. Fall busi- 
ness now awaiting your call. Line 
going good in Middle West and 
South. 7% commission. THE BIG 
“K" SHOE CO., 426 West 4th St., 
CINCINNATI, O. 


down Men’s 











MANUFACTURER of Women’s Medium 
Priced Welts, carried in stock, desires 
resident salesmen for Detroit and Philadelphia. 
Only high? to develop trade already established. 

high grade experienced men considered. 
Contaleoion basis. Address C-77, care Boot 
ore Shoe Recorder, 207 South St., Boston, 





SALESMAN WANTED to cover New York 

City and State, also New Jersey, with well- 
known line of popular-priced Men’s High Grade 
Welts. Only application from experienced 
Traveling iesmen will considered. State 
connections and results for past three years 
and full information as to qualifications, which 
will be held strictly confidential. Address 
C-83, care Boot and Shoe Recorder, 207 South 
St., Boston, Mass. 


SALESMAN WANTED 


One who has an established trade and can 
produce results with a high grade line of 
ladies’ Brooklyn turn shoes to cover the 
Pacific Coast. Salary and Commission basis. 
Address N-551. ¢/o Boot & Shoe Recorder, 
239 W. 39th St.. New York. 





; SIDE LINE 
SALESMAN WANTED 


We want to get in touch with high grade 
men who are carrying non-conflicting 
lines to handle our high grade sport 
and a medium price welt work shoes 
for the following territories on a strictl 
7% commission basis: North and th 
Dakota, Michigan, Wyoming, Ohio, 
Colorado, New York, Texas, North and 
South Carolina, Nebraska, Georgia, 
Minnesota, Florida, Iowa, Alabama, 
Illinois, Mississippi, Indiana, Louisiana, 
Texas. 


A. A. CUTTER CO. 


Eau Claire, Wis. 




















North Carolina, South 


FORA. & Georgia, 
Nebraska, Illinois, 


Caroli: Kansas, Iow 


Indiana, isconsin, » Massachusetts, 
New York, oe Rn k le Island, New 
Vermont, aine. Above states 
Line Children’s —— novelties, 

t commission 
chuylkill Shoe Co., 


Hampshire, 
open Side 
priced to sell. Straight 7 
only. Lines now ready. 
Orwigsburg, Pa. 





WE have several oosaings for side line shoe 
salesman. Our side line consists of shoe 
ribbon novelties, rhinestones, leathers and 
buckles, etc. When writing give us full details 
in your first letter. Address C-52, care Boot 
an . Recorder, 189 W. Madison St., Chi- 
cago, Ill. 





SALESMAN WANTED. Detroit, Mich.; 
now available on established line of — 
downs made in modern up-state New York fac- 
tory. Six per cent commission. Good _proposi- 
tion. Address C-71, care Boot and Shoe Re- 
corder, 207 South St., Boston, Mass. 


SALESMAN WANTED—Are you a strong 
enough man to handle this territory. The 
territory is compact—less than 150 miles across 
it one way and about 400 miles across it the 
other. Its population is a million and a half. 
There is one town above 200,000 and one 
above 150,000. There are 8 towns between 
10,000 and 25,000. 11 towns between 5,000 
and 10,000. 17 towns between 2,500 and 5,000. 
81 towns over a thousand and fully 100 more 
excellent small towns between 500 and 1,000. 
It is the northeast quarter of Texas—the rich- 
est part of a rich State. We are replacing 
the man we have in this territory and we want 
a man who has vision, energy and stick-to-itive- 
ness sufficient to build up the $100,000 to 
$150,000 volume that is waiting for a man 
who knows how to sell shoes and will work. 
It is a man’s line—established in this territory 
for fifty years. ce Boots. Work Shoes. 
Dress Shoes. e are manufacturers — not 
Our production capacity is 600 pair 
The line is high-grade in every re- 
We make no cheap shoes. Territory is 
in close proximity to factory.- Excellent “Tn- 
Stock” service maintained. If the possibilities 
of $8,000 to $10,000 earnings interests you, we 
invite you to write. We must insist upon very 
high qualifications and unless you can prove 
your mettle by records and references we 
prefer you do not write. Men who have sold 
advertised lines will be given preference. 
Write C-80, care Boot and Shoe Recorder, 207 
South St., Boston, Mass. 
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SALESMEN WANTED 


BUSINESS OPPORTUNITY 


BUSINESS OPPORTUNITY 





wars Salesmen with established trade to 

snappy line of women’s Novelty 
Aa. at $2.85. Many desirable territories 
still open. Enclose references with applica- 
tion. Specialty Shoe Company, 1328 ash- 
ington Ave., St. Louis, Mo. 





SALESMEN WANTED—To represent a high 
grade Philadelphia made line of turns and 
light welts. This is a real opportunity for a real 
salesman. These territories are open: Illinois, 
Michigan, Ohio, Indiana, Kentucky, and the 
city of Milwaukee, Pennsylvania, New York, 
and the New England States. Strictly 7% 
commission basis. No objections to a non- 
conflicting side line. Taylorcraft, care of 
Mrs. A. R. King, 811 N. 19th St., Philadelphia, 
Pa. 





GALEREAS i to carry line of high grade chil- 
dren’s Greater New York territory. 
Must be oe with good following. 
Good chance with growing concern. Address 
N-549, care Boot and Shoe Recorder, 239 W. 
39th St., New York. 





LINE WANTED 


WANTE TED—A line of men’s, women’s or 
children’s shoes for Maine, New Hampshire 
and Vermont by a man who has traveled this 
territo for eight years. Good sales record 
and references. Address C-72, care Boot and 
Shoe Recorder, 207 South St., Boston, Mass. 








TY RN LINE WANTED FOR FAR WEST- 
ERN TERRITORY. I cover the best re- 
tail trade from Denver, West. I am desirous 
of securing ge yy of a line of Brooklyn 
turn shoes for the Coast territory on a com- 
mission . I make four trips yearly from 
Denver, west to the Coast and can do a good 
business on a snappy line of Brooklyn turns 
as | have an established contact with the best 
merchants in my territory. Best of references 
furnished and required. For further particu- 
lars, address Box C-75, care Boot and Shoe 
Recorder, 207 South St., Boston, Mass. 





SALESMAN would like to connect with manu- 
facturer of men’s dress shoes to sell exclu- 
sively in New York City. Prefer line already 
established. I have an office located in the 
shoe district, and will finance any good prop- 
osition. Address N-552, care Boot and Shoe 
Recorder, 239 W. 39th St., New York. 








HELP WANTED 


WANTED Superintendent capable of taking 
full charge of manufacturing Men’s High 
Grade Shoes—Hand Made and Goodyear Welts. 
Must have good references. Write to C. B. 
Smith, care United Shoe =< Corp., 39 
Warren Street, New York City, N. Y. 








POSITION WANTED 





interested. Address, E. W. Puckett, 


FORT WAYNE, INDIANA 


Wants a Shoe Factory. Our survey shows we have labor and natural facilities for this kind 
of industry. We have some real inducements. Will be pleased to give details to anyone 
Industrial Commissioner, 1208 First 


National Bank Bidg., Fort Wayne, Indiana. 

















FOR LEASE: 


Shoe Factory, 24,000 Sq. Ft., equipped 
with motors, shafting, stitch-room benches, 


FOR SALE: 


Misses’, Child’s and Infants’ Stitchdown 
lasts, patterns and dies. Also two Quarm- 
by & Hilliker four foot beam machines. 
H. S. COLLINS, Inc. 
Windsor, Vt. 














‘FOR LEASE 








100% LOCATION IN 
ALTOONA, PA. 
FOR A MEN’S 

$4 OR $5 SHOE STORE 
CAN BE LEASED FROM 
JULY 1ST, 1926 


Size of Store Be x 35 with a balcony for 
office or_stoc Located in the Gold- 
schmid BUILDING fronting 100 feet 
llth Avenue, Altoona’s busiest 
. The Store is now occupied by a 
$4.00 Men’s Shoe Chain Store—lease 
expires June 30th, 1926. 
This is the only available store to be 
had in our building. A. Schulte Cigars 
occupies the corner, Kranich Bros., Jew- 
elers, and OUR OWN Clothing Store 
occupying stores in our building. 
Altoona has a population of 91,000 with 
suburbs, and 150,000 extra drawing 
population. 


Apply to owners 


GOLDSCHMID BROS. 
Altoona, Pa. 








FOR SALE 


FOR SALE—A complete equipped women’s 
welt and McKay shoe factory in a New 
York State shoe center. Doing a good busi- 
ness; best of reasons for selling at an extremely 
reasonable price. Correspondence confidential. 
Address C-56, care Boot and Shoe Recorder, 
207 South St., Boston, Mass. 


OR SALE—Act quick; a women’s Shoe 
department in the best department store in 
Battle Creek, Michigan. Inventory low. J 
rh mage care Blackmore Company, Toledo, 
io 


SHOE STORE FOR SALE—City with about 
forty thousand population in South Carolina. 
Very small stock A best location in city. 
Reasonable rent. Iden opportunity. Write 
or wire. }. -82, care Boot and Shoe 
Recorder, 207 South St., Boston, Mass. 


OR SALE—Shoe Store—attractive Ladies’ 

popular-priced bootery. Successfully estab- 
lished ten years. Location best in thriving 
Fond du Lac, Wisconsin. Good reason for 
selling, inquire at once. J. W. Myers. 302 
Caswell Block, Milwaukee, Wis. 


WANTED TO PURCHASE 























ATTENTION 
SHOE FACTORY WANTED 
IDEAL LOCATION 
PLENTY SKILLED AND 
UNSKILLED HELP 
CLARENCE G. SMITH 


McSherrystown, 
Adams Co., Penna. 














MISCELLANEOUS 








REAP MORE PROFITS FROM 
SHOE DRESSINGS BY MAK- 
ING YOUR OWN 


We can supply formula and instructions 
for making a high class dressing that 
dyes and shines; all colors. Simple and 
very inexpensive to make in any quan- 
tity. Phos Formula Co., 549 Rush 
St., Chicago, Ill. 























SHOE BUYER—18 years of buying promo- 
tional and merchandising experience. Very 
thorough, systematizer. Good sales and stock 
turnover man. Excellent style man. Trainer 
of sales force. Big city man. Know all 
markets. Full of pep. Best of references. If 
you are looking for a real live wire, big vol- 
shoe bu here is your. opportunity. 

i be in city of 250,000 or more. Wm. 
Dennig, 4701% Maypole Ave., Chicago, III. 


OPEN for position after July 1st. 20 years’ 
experience, retail 14, in business for myself, 
liquidating on account "of unsatisfactory terms 
for renewal of lease. I would like a line of 
shoes to sell in New England territory. Misses 
and Child’s medium grade stitchdowns 
ferred. A-1 rating. Address C-79, care Hoot 
=< Shoe Recorder, 207 South St., Boston, 
ass. 








SHOE Salesman ard Window Trimmer, now 
employed, desires position with-future. 25 
years old, married, and had 5 years’ ex- 
perience. Kaester school graduate. Best of 
references. Address C-81, care Boot and Shoe 
Recorder, 207 South St., Boston, Mass. 


THOROUGHLY experienced shoe salesman 

desires to connect with a live manufacturer 
of women’s novelties to retail for six and 
seven dollars, for New York City and environs. 
Address N-548, care Boot and Shoe p Bpaereer, 
239 W. 39th St., New York, N. 





FOR RENT 


FOR RENT 








tails address 





You Can Rent This 


Office and Sales Room in the 
Heart of New York’s Shoe District 


An unusual opportunity to sell and display one entire line or 
two non-competing lines in a light, convenient location. 


For de- 


C-64, Care Boot and Shoe Recorder 


239 West 39th Street, New York, N. Y. 





FOr RENT—Space in popular priced Ready- 
to-Wear store, Pittsfield, Mass., for the sale 
Permanent window display. 
with a minimum guar- 
Immediate possession. 


of Women’s 

10 per cent of sales, 
antee of $125 ce month. 
If interested,  C-50, care Boot and Shoe 
Recorder, 207 South St., Boston, Mass. 
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WANTED TO PURCHASE 





MISCELLANEOUS 


MISCELLANEOUS 











THE NEW YORK EXPORT 
PURCHASING CORPORATION 
596 BROADWAY, NEW YORK, N. Y. 
Phone—Canal 6874 
WILL SLOW SELLERS FOR 
> B. Aon. always on hand wg 

















MISCELLANEOUS 























New and Used Chairs 


Save floor space 
and make your 
store more attrac- 
tive. 


Soofoofoofooforforforfoofoodonforte 


Finished in any 
color and recov- 
ered to match fix- 
tures or furniture. 


teiielelefeloininiek 


Stock always on 
hand. Shipped 
anywhere. 


Prices: From 


$2.00 each up. 


Crown Motion Picture Supplies 
Now located at 729 7th Ave. 
3rd Floor, Room 310 
New York City - - 

















7 


904304. 


ns 


BOO-900-30%- 3906-30430 9090.04.90. 90-4. rs. ra, 

















CUT STEEL 
BEADED BUCKLES 


Esclusive 


Wide Variety 
Send for sample selection 
PHILADELPHlA SHOE Novarr Co. 


anufectur: 
1210 Ne. mt St., Philadelphia, Pa. 














—SNAKES— 


Genuine and Imitation 
ALLIGATORS 


Exquisite Pastel Colors with 
Gold or Silver Veins 
LEATHER DE LUXE CO. 
47 West 34th St., New York 


“Largest Importers 
Nowelty Leathers” 


SS if 
— we, 
>So 


Some H. W Chairs 
are in keeping with 
the most luxurious 
shoe store appoint- 
ments. The con- 
sulting service of 
our experts is free. 


deywood Wakefield 


Los Angeles, Calif. 

New York, N. Y. 

Philadelphia, Pa. 

Chicago, Ullinois Portland, Oregon 

Kansas City, Mo. San Francisco, Cal. 
St. Louis, Missouri 


Baltimore, Maryland 
Boston 45, Mass. 
Buffalo, N. Y. 














Milbradt 
Ladders 


made for 40 years 
| by the original in- 
ventors. 

=| Made in all styles 
to suit any shelving 
condition. 

Get our prices before 
placing your order 


Milbradt 


Manufacturing Co. 
2416 No. 10th Street 
ST. LOUIS, MO. 



































Metal Shoe 
Fitting Stools 


and 


Floor Mirrors 
off 
Write for 
Catalog and Prices 


THE CHICAGO WIRE CHAIR CO. 


621 N. La Salle Street - Chicago, Ill. 

















ATTRACTIVE 
SHOE CARTONS 


LABELS 


for the exclusive shoe trade 


PRICE-SERVICE-OUALITY 
THAT SATISFY 
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» LEXINGTON AVE 


BROORLYN ™ Y¥ 
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Made Only of Wood 
for all lines 


IMMEDIATE ‘ 
SHIPMENTS 
Send for Catalog 
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BUCKLES--NOVELTY MATERIALS 
am BROCAD 
WINDOW 
DISPLAY 
FIXTURES 
Made by 


eit Segall & Sons 
GOLD onal SILVER KID ad 
renewed by ——_ se OREA 933 Arch St. 
61 West oth St. = "New York PHILADELPHIA 
Are Business Getters 
Send for Catalog and Prices 
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Rand Gives $100,000 to 
Vanderbilt University 

















WANTED TO PURCHASE 





Frank C. Rand 





CASH PAID 


for entire shoe stocks or surplus stocks 
of shoes or other merchandise. Any 
quantity. Prompt attention given. 


KIRSCH-BLACHER CO.., Inc. 
622-624 Broadway, New York, N. Y. 
Phone Spring 1443 


His love for Dixie Land led Frank 
C. Rand, president of the Interna- 
tional Shoe Company of St. Louis, to 
give $100,000 to his alma mater, 
Vanderbilt University at Nashville, 
Tenn., he said when the announce- 





ment had been made. Rand is na- 
tional chairman of the campaign to 





CASH PAID 


for shoe stores or surplus stocks of 
shoes or for other merchandise. Leases 
taken over. We will send a repre- 
sentative to investigate and make 
offer upon request. 





























be launched in ten days by which it 
is hoped to raise $4,000,000 for the 
college of arts and sciences of the 
university. 

When Mr. Rand, just out of Van- 
derbilt, came to St. Louis in the 





HOME y HOSPITAL uy Phone Spring hh. 4 


In The L Land o 


early summer of 1898 and took a 
position as stock clerk he did not 











HIGHEST CASH PRICES PAID 
for entire shoe stocks. We also buy 
your surplus or slow sellers. Quantities 
no a Retail or whol ie. Short 
term leases taken off your hands. 


perreR. WINDOW Capp. SiR Mg RN meee 


$3 mS Street, New York 
Frames amonth  caras Mg Jt. ay te 





dream that twenty-eight years later 
he would head a big shoe firm or that 
he would give $100,000 to a univer- 
sity. 

Two sons of Mr. Rand, Edwin and 
Henry are now students at Vander- 
bilt University. 
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“The Place to Sell Hosiery Is the Shoe Store” 


THREE YEARS AGO “HOSIERY” 
started to preach that text to an audience 
of over 10,000 attentive shoe merchants. 
The sown seed is growing with amazing 
rapidity. All over the country shoe mer- 
chants are putting in hosiery depart- 
ments. Each month the idea grows 
bigger. 

So we say to you—the place to sell 
hosiery easily, is to the shoe merchant. 
The Boot and Shoe Recorder, through this 
Hosiery section, offers a direct approach 
to the most responsive group of hosiery 
buyers in the country. 


Boot and Shoe Recorder Publishing Company 





TEITZEL MADE 
STOCK BOOTS 


$ 
1 7 WHOLESALE 
English Lace Field Style 
$15.50 


High Grade Custom Makers 
of Boots, Belts and Puttees 


TEITZEL-JONES-DENNER 
BOOT CO., INC. 


Wichita Kansas 
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The Recorder’s Service experts have just completed the details for one of the most efficient and 
simple methods of Stock Record keeping ever developed. 


This new book will enable any merchant to keep accurate records of his stock at all times. Rec- 
ords that will make it possible for you to buy and sell better. 


The book will be printed on a cooperative basis in order that we mray be able to keep the cost as 
~ as possible. In order to make the $4.00 price the first printing must be for not less than 400 
_ 


Check for $4.00 must accompany the order for the book and you have the Recorder’s assurance that 
should the necessary minimum not be reached within the next sixty days that your original check 
will be returned to you. 


Order today. The book is a loose leaf book with a fine board cover and will contain a sufficient 
supply of sheets for the average store and a supply of inventory pads. 


DELIVERY JUNE Ist 1926 


Boot and Shoe Recorder “ae 
189 West Madison St. Room 607 CHICAGO, ILLINOIS 
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COMPLETE stock of Repco 
STRETCHERS is a distin¢t asset 
to every shoe store. To have 
= all sizes of stretchers is al- 
most as essential as a full run of sizes of 





a staple shoe. 

Many a new shoe needs a little easing 
out or breaking in to conform to the 
individual peculiarities of the buyer’s 
foot. The Repco STRETCHER saves the 
foot this inconvenience. The shoe mer- 
chant will find that the use of a Repco 
STRETCHER in a new shoe will give the 


REPCO STRETCHERS 


‘ Standard Equipment 
In Every Good Shoe Store 






Repco STRETCHERS are 
made in nine sizes, from 
No. 000 to No. 6. Corn 
and bunion plates are sup- 
plied with every stretcher 





customer more initial satisfaction and 
promote quicker and easier sales. 
Repco STRETCHERS are carefully made 
of the finest of materials that can be put 
into this type of accessory. The wood is 
fully seasoned rock maple and the blocks 
are connected by a strong steel hinge. 
The action of the stretcher is easy and 
dependable, made possible by the simple 
mechanism of a toggle joint and slow 
action thread screw. Arrows that get 
out of place or springs that weaken with 
use are absent in the Repco STRETCHER. 


















Look over your stock of stretchers today. Let your nearest 
Finpincs DEALER supply the sizes you need 


United Shoe Machinery Corporation, Boston 


San Francisco Branch: 859 Mission Street 





J. K. Krieg Company, 39 Warren Street, New York City 
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